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V^onti 


V^ontinental  is  big  enough  to  be  able  to  fulfill 
any  order,  anytime,  anywhere.  Yet,  Continental 
has  not  lost  its  ability  to  give  quick  personal¬ 
ized  service  wherever  it  is  needed.  That’s  why 
Continental  has  been  chosen  to  serve  so  many 


canners,  both  large  and  small. 


Mr.  J.  A.  Mclver 
New  Orleans,  La. 
Sales  Representative 


Mr.  F.  H.  Langfiuth 
New  Orleans,  La. 

*'•  Sales  Representative 


Serving  canners  in  Louisiana,  these 
CONTINENTAL  CAN  COMPANY  representatives  are  well  known  for  the 
friendly,  yet  expert  assistance  they  render.  Besides  their  own  experience 
and  knowledge,  they  offer  Continental’s  complete  facilities  and  vast 
resources  in  the  solution  of  any  problem. 
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EDITORIALS 


ON  GUARD — You  hear  a  lot  about  propaganda. 
Not  all  of  it  is  about  war  or  politics.  There 
is  a  lot  of  it  used  in  our  own  industry,  and 
as  owners  and  sellers  of  canned  foods  you  must  be 
aware  of  it,  or  you  will  fall  the  victims.  One  such  mis¬ 
leading,  fear-spreading  rumor  or  propaganda  refers 
to  the  amount  of  canned  foods  in  first  hands,  and  the 
need  for  quickly  disposing  of  them  if  we  would  avoid 
market  relapses.  There  is  no  sense,  rhyme  or  reason 
in  such  thinking.  The  market  for  canned  foods  has 
not  greatly  improved  because  of  the  war  in  Europe; 
it  may  not  be  hurt  by  but  it  will  not  be  greatly  im¬ 
proved  if  that  war  goes  on  to  the  bitter  end,  but  the 
likelihood  is  that  the  market  for  canned  foods  will  be 
materially  helped.  And  if  the  war  ends,  as  the  world 
hopes — ^though  in  a  manner  that  will  insure  permanent 
peace  and  not  as  a  breathing  spell  to  assemble  more 
materials  for  another  onslaught  on  some  small  nation — 
the  demand  for  canned  foods  will  not  be  hurt,  but  on 
the  contrary  may  very  naturally  be  greatly  enhanced 
to  restore  the  wasted  or  used  up  food  supplies  in  the 
warring  nations.  Today  in  Germany,  England  and, 
in  all  probability,  France,  the  people  are  on  “rations” 
because  of  limited  food  supplies.  If  they  quit  fighting 
they  may  have  the  money  left  to  buy  these  needed 
foods,  and  canned  foods  will  most  naturally  fall  right 
into  line.  So  war  or  no  war  canned  foods  face  good, 
steady  markets  and  clean-up  of  present  stocks.  Any 
urge  to  sell  is  merely  a  move  to  lower  prices  so  that 
the  interested  parties  may  get  their  supplies  at  less 
cost.  That  is  the  “inside”  of  this  propaganda. 

But  let’s  forget  the  war,  and  return  to  sanity.  This 
is  the  middle  of  October  only,  a  time  in  normal  years 
when  canning  would  still  be  on  in  full  force,  instead 
of  over  as  it  is  largely  today.  That  is  the  exact  time 
when  the  market  wreckers  used  to  get  in  their  dirty 
work,  in  laying  for  the  weak  canners  who  might  be 
r3rced  to  sell  to  raise  the  money  to  pay  their  backers, 
'■’hat  happened  every  year,  be  the  packs  what  they 
iay,  as  you  all  know.  And  as  regards  canned  tomatoes 
■  has  been  “worked”  to  some  extent  this  year,  but  it 
‘  5  nothing  like  normal  in  intensity,  nor  will  it  be.  The 
inners  own  the  goods,  and  all  indications  point  to  such 
vast  increase  in  employment,  at  better  wages,  that 
here  will  be  no  serious  trouble  marketing  every  case 
1  existence.  You  did  not  expect  to  slush  out  your 
■ick  under  those  old  normal  times,  you  should  much 
;ss  be  inclined  to  slush  it  out  now.  The  gamble  is 
11  on  your  side,  and,  as  we  see  it,  there  is  no  gamble 
0  far  as  you  are  concerned.  Turn  to  the  financial 
ages  of  your  favorite  paper  and  note  such  headings 
s  “Economists  See  Rise  Despite  War, — agree  recovery 


has  begun,  with  business  vigor  equal  Europe  as 
factor.”  “Industry  Advised  To  Sell  Here  First — 
‘American  industry  was  urged  yesterday  to  cultivate 
the  huge  home  market  rather  than  to  rely  upon 
exports,  etc.’  ”  “Industrial  Construction  Rising  in 
State ;  Many  types  of  plants  increase  capacity.”  “Home 
loans  up  85  per  cent.”  “Steel  Ingot  Output  has  smaller 
rise;  week’s  rate  88.6”!! 

All  industry  is  off  on  a  great  rush,  and  since  it  is 
doing  it  in  a  more  solid  manner  than  before,  it  bids 
fair  to  be  permanent.  And  will  canned  foods  fall 
behind  in  these  hectic  scenes?  They  cannot  possibly 
for  there  is  resulting  the  greatest  buying  power,  in 
the  shape  of  more  and  better  wages,  that  we  have 
ever  had,  even  during  the  gold-mad  period.  And 
canned  foods  stand  high  in  the  general  appreciation. 
We  have  told  you  of  the  task  faced  by  the  men  who 
supply  the  ships,  the  ship-chandlers.  They  are  the 
men  and  firms  which  furnish  the  food  for  ships,  and 
they  face  the  need  of  not  alone  furnishing  enough 
foods  for  the  trip  out,  as  they  used  to  do,  but  must 
now  furnish  enough  for  the  return  trip  as  well.  That 
means:  where  a  ship  normally  required  50  cases  of 
canned  milk,  for  instance,  it  now  must  have  100  cases, 
and  so  on  down  the  whole  list  of  canned  foods,  and 
let  us  remind  you  that  canned  foods  are  a  very  leading 
item  in  all  these  ship  food  supplies,  and  that  there 
are  still  thousands  of  ships  sailing  the  seas. 

How  can  any  sane  man  regard  such  a  picture  as  de¬ 
pressing  or  filled  with  need  to  unload  the  goods 
quickly?  The  very  reverse  is  true,  and  you  should  be 
be  guided  accordingly.  Tomato  canners!  put  your 
prices  up  sharply,  and  hold  to  them.  Never  mind  the 
poor  fellows  who  are  being  “cleaned  out”  by  the  money 
or  credit  lenders;  your  goods  are  worth  a  fair  price, 
with  a  profit.  And  all  other  canners,  do  not  relax 
your  efforts  in  selling,  but  do  not  be  led  into  parting 
with  the  goods  at  prices  below  your  set  prices.  All 
canned  foods  prices  are  bound  to  advance  as  time 
goes  on.  Remember:  we  are  just  at  the  very  begin¬ 
ning  of  heavy  canned  foods  buying;  the  time  when 
home  makers  feel  the  urge  to  stock  the  pantries  with 
lots  of  canned  foods  against  the  coming  winter;  that 
there  is  a  whole  year  ahead  to  supply  with  canned 
foods.  What  idiotic  nonsense  to  cut  the  prices  now! 
If  you  cannot  resist  the  urge  to  cut  prices,  at  least  hold 
it  in  check  until  the  end  of  the  buying  season  is  in 
sight,  late  next  spring,  and  then  if  you  find  you  have 
a  surplus  of  goods,  that  is  the  time  to  cut  prices,  not 
before.  If  you  do  this  we  doubt  very  seriously  if  you 
will  ever  feel  like  cutting  prices,  not  this  year  of  ’39-’40. 
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GOOD  READING — You  will  find  some  very  good 
reading  in  this  issue:  “The  Gourmet  In  Wartime”,  for 
instance,  wherein  an  Englishman  gives  his  recipes  for 
the  use  of  canned  foods,  as  his  boost  to  this  form  of 
food.  As  an  American  gourmet  you  may  read  about 
some  of  these  proposed  dishes  with  a  question  mark  in 
mind. 

“Keeping  Freight  Cars  Moving”,  speaks  for  itself, 
and  you  will  be  glad  to  learn  how  you  can  co-operate 
in  this  good  business  movement. 

Board  Chairman  of  the  Continental  Can  Company, 
and  prominent  member  of  the  Stock  Exchange  Com¬ 
mittee  whose  job  it  was  to  clean  up  that  institution, 
Carl  C.  Conway,  in  an  address  headed  “The  Evolution 
of  Management  Attitudes”  tells  you  a  lot  of  things 
that  you  ought  to  know,  and  to  take  into  your  con¬ 
sideration,  especially  as  regards  labor  and  its  handling. 
You  will  find  it  most  interesting  and  important.  But 
we  are  obliged  to  hold  this  for  next  week,  due  to  lack 
of  space. 

During  the  last  of  the  week,  and  the  first  of  this 
week  we  were  much  impressed  with  the  “opera-bouffet” 
appearance  of  the  war  in  Europe.  The  football  game 
played  by  teams  of  Luxemborg  boys  at  Remish,  on  the 
banks  of  the  Moselle  River,  with  the  Germans  soldiers 
cheering  from  the  East  bank  of  the  river,  while  the 
French  soldiers  cheered  on  and  encouraged  the  teams 
from  alongside  the  field,  on  the  west  bank  of  the  river, 
within  speaking  distance  of  each  other.  Then  the 
article  concluded,  “after  8  P.  M.  ‘the  fighting’  was 
resumed.”  And  that  is  the  tragedy  and  the  travesty 
of  war  in  these  modern  times,  when  civilization  is 
supposed  to  have  greatly  progressed.  But  before  you 
read  this  all  the  modern  agents  of  death  may  be 
vomiting  their  shells  upon  these  same  kind  of  soldiers, 
and  the  slaughter  of  millions  may  be  on ;  helpless  Luxe- 
borg,  Holland  and  Belgium,  caught  between  the  fires, 
wiped  out,  and  death  and  desolation  spread  where 
happiness  would  reign  if  these  mad  makers  of  war 
were  not  at  large. 

WISE  OR  FOOLISH?— The  action  of  the  Canned 
Pea  Marketing  Cooperative  in  deciding  to  reduce  the 
efforts  put  forth  the  past  year,  i.  e.,  to  spend  but 
$50,000  between  October  1st  and  May  31st,  instead  of 
the  $130,000  orginally  determined  upon,  as  spent  dur¬ 
ing  the  past  year  (and  $102,442.50  of  which  had 
already  been  contributed)  leaves  us  puzzled. 

“When  the  devil  teas  sick,  the  devil  a  monk  ivould  be; 
When  the  devil  got  ivell  the  devil-of-a-monk  was  he” 

The  reason  given  for  this  reduction  in  effort  is 
because  of  the  improved  condition  of  the  canned  foods 
market;  doesn’t  the  above  cover  the  case  too  com¬ 
pletely?  “Everything’s  going  to  be  all  right,  and  now 
we  can  go  back  to  our  loafing.”  ’Tis  been  ever  thus 
in  this  canned  foods  industry,  and  we  had  hoped  the 
pea  canners — good  business  men  as  they  generally  are — 
had  broken  this  bad  record.  They  are  comfortable  now, 
and  they  say  that  if  the  situation  turns  sour  or  bad, 
they  will  come  back  to  the  support  and  push  canned 
peas  as  they  did  this  past  year.  It  is  not  easy  to 
make  a  warmed-over  dish  taste  well. 


But  there  is  a  redeeming  side  to  the  picture,  to  a 
large  degree,  though  not  overly  complimentary  to  such 
canners,  in  that  they  have  reduced  the  contribution 
from  1  cent  per  case  to  V2  cents  per  case,  so  as  to  get 
all  the  pea  canners  in.  We  are  inclined  to  charge  this 
up  to  the  need  to  “show”  some  canners  that  it  pays 
to  advertise ;  that  some  merchandising  effort  is  needed 
to  market  any  pack,  and  that  this  cost  is  so  small  that 
no  self-respecting  canner  will  stay  out.  If  it  results  in 
the  unanimous  support  of  the  pea  canners  the  change 
may  be  worth  while.  Lest  there  may  still  be  some 
“hold-outs”,  some  who  refuse  to  go  along  with  the 
mass,  we  would  like  to  propose  this  thesis : 

In  face  of  all  the  bally-ho  last  winter  and  spring  as 
to  the  30  million  cases  of  peas  (pack  and  carry-over) 
seeking  market,  if  nothing  had  been  done — if  the 
Canned  Pea  Marketing  Cooperative  had  not  gotten  busy 
as  it  did — canned  peas  would  have  sold  at  least  from 
10  cents  to  25  cents  per  dozen  (double  that  per  case) 
lower  than  they  did,  and  demoralization  would  have 
overtaken  all  pea  canners  everywhere.  Is  it  not  only 
fair  and  just  to  consider  that  the  non-contributors  to 
last  years’  expenses,  owe  the  Pea  Cooperative  just  that 
much,  figured  on  the  number  of  cases  of  canned  peas 
which  benefitted  from  the  effort?  We  think  it  is. 
There  are  no  excuses  that  can  hold  water :  the  pea  mar¬ 
ket  was  saved  and  all  profited  by  that  fact.  We  have 
not  checked  the  list  of  contributors  to  discover  the 
“outs”  but  we  can’t  believe  that  any  of  these  outsiders 
can  feel  easy  or  comfortable  under  such  a  condition. 
And  if  they  can  find  the  courage — though  that  is  not 
a  good  name  to  call  it — to  refuse  to  contribute  the 
1/^  cent  per  case  this  time,  and  to  so  join  in  with  their 
fellow  pea  canners — well,  write  your  own  ticket. 

CALENDAR  OF  EVENTS 

OCTOBER  24-25,  1939 — Glass  Container  Association,  Semi- 
Annual  Meeting,  Westchester  Country  Club,  Rye,  New  York. 
OCTOBER  30-31,  NOVEMBER  1,  1939— Associated  Grocery 
Manufacturers  of  America,  31st  Annual  Convention,  Waldorf- 
Astoria  Hotel,  New  York. 

NOVEMBER  1-2  1939 — lowa-Nebraska  Canners  Association, 
Annual  Convention,  Hotel  Fort  Des  Moines,  Des  Moines,  Iowa. 
NOVEMBER  13-15,  1939 — Annual  Convention,  Wisconsin  Can¬ 
ners  Association,  Hotel  Schroeder,  Milwaukee,  Wisconsin. 
NOVEMBER  15,  1939 — 26th  Annual  Convention,  Association 
of  Pacific  Fisheries,  Del  Monte  Hotel,  Del  Monte,  California. 
NOVEMBER  16-17,  1939 — 25th  annual  Convention,  Pennsyl¬ 
vania  Canners  Association,  Yorktown  Hotel,  York,  Pa. 
NOVEMBER  16-17,  1939 — Indiana  Canners  Association,  Fall 
Meeting,  Indianapolis,  Indiana. 

NOVEMBER  21,  1939 — Eastern  Shore  of  Virginia  Packers 
Association,  probably  November  21st,  at  Cape  Charles, 
Virginia. 

DECEMBER  5-6,  1939 — Annual  meeting,  Michigan  Canners 
Association,  Pantlined  Hotel,  Grand  Rapids,  Michigan. 
DECEMBER  7,  1939 — Minnesota  Canners  Association  Annual 
Convention,  St.  Paul  Hotel,  St.  Paul,  Minnesota. 
DECEMBER  7-8,  1939 — Tri-State  Packers  Association,  Anual 
Meeting,  Ambassador  Hotel,  Atlantic  City,  New  Jersey. 
DECEMBER  14-15,  1939 — Annual  Convention,  Association  of 
New  York  State  Canners.  Place  to  be  announced. 
DECEMBER  12,  1939 — Maine  Canners  Association,  Annual 
Meeting,  Eastland  Hotel,  Portland,  Maine. 

JANUARY  20-27,  1940 — National  Conventions,  Stevens  Hotel, 
Chicago. 
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TRY  RADIO  I 

By  ‘‘BETTER  PROFITS’’ 

Special  Correspondent  of  “The  Canning  Trade” 


ONLY  a  few  days  have  passed  since  writing  this 
column  last  week  and  already  many  retail 
grocers  are  asking  those  in  a  position  to  do  so, 
to  advertise  canned  foods  in  order  that  stocks  in  the 
hands  of  retail  dealers  may  be  moved  to  the  consumer. 
You  will  recall  we  suggested  this  might  happen  and 
warned  against  taking  too  optimistic  an  attitude  to¬ 
ward  the  sales  we  might  expect  during  the  remainder 
of  the  year.  Today  we  are  told  by  the  press  that  the 
leading  countries  of  Europe  have  notified  large  pro¬ 
ducers  of  food  in  the  United  States  that  they  have 
supplies  for  a  year  or  two,  at  the  least,  and  that  we 
here  in  this  country  may  expect  no  large  committments 
for  some  time.  (Note:  S.L.P. — Sounds  Like  Propa¬ 
ganda)  .  Examination  of  the  record,  too,  discloses  that 
the  price  curve  is  following  very  closely  that  of  1914; 
that  prices  spurted  as  soon  as  the  Allies  entered  the 
World  War,  then  soon  leveled  off  and  stayed  quite 
level  until  the  United  States  went  to  war  nearly  three 
years  later. 

Safety  in  protecting  one’s  investments  in  canning 
machinery,  labels,  brands  and  so  on,  indicates  that  we 
had  better  do  what  we  can  as  we  always  have  toward 
creating  and  holding  consumer  demand  for  our  goods. 
Someday,  somewhere  wars  or  rumors  of  wars  may 
quickly  clean  up  our  stocks  and  make  us  much  money, 
but  in  the  meantime,  “business  as  usual”  as  far  as 
possible  ought  to  be  a  pretty  good  motto  for  us  to 
hang  on  our  walls.  More  and  more  canners  have  started 
doing  w[hat  they  can  toward  advertising  their  goods. 
It  would  be  silly  for  them  to  stop  now  when  the  job 
has  only  been  begun. 

Our  article  last  week  mentioned  various  make-shift 
plans  for  supporting  our  pack  with  dealers’  helps  and 
so  on.  Here  is  a  letter,  or  part  of  one,  such  as  we  have 
received  before  and  probably  will  again: 

“A  salesman  who  was  formerly  the  advertsing 
manager  of  one  of  the  two  local  evening  news¬ 
papers  has  been  soliciting  us  for  a  contract  on  the 
radio  station  with  which  he  is  now  connected.  We 
used  to  like  him  a  lot  as  a  newspaper  advertising 
contact  man,  and  learned  that  his  statements  about 
probable  results  on  newspaper  campaigns  were 
usually  conservative  and  that  they  worked  out. 
Now  he  is  as  thoroughly  sold  on  the  value  of  his 
radio  advertising  as  he  was  on  that  of  schedules 
in  his  paper.  His  station  does  seem  to  have  a  good 
coverage  locally,  but  we  are  certain  it  is  not 
listened  to  by  many  folks  over  thirty-five  miles 
from  the  radio  station,  as  it  is  located  on  a  crowded 
wave  length.  We  have  an  exclusive  distributor 
for  our  line  who  sells  as  many  canned  foods  as  any 
of  the  four  or  five  other  jobbers  in  town.  The  cost 
of  a  thirteen  weeks’  contract,  five  times  a  week  for 


fifteen  minutes  a  day  does  not  seem  to  be  excessive, 

but  we  are  wondering  if  we  can  expect  any  perma¬ 
nent  results  from  such  an  advertising  venture.” 

Proponents  of  any  form  of  merchandising  support 
can  and  usually  do  make  out  a  good  case  for  their  pro¬ 
positions,  but  I  can  not  find  fault  with  the  solicitor  of 
contracts  for  radio  time.  Radio  has  grown  up  during 
the  past  ten  years.  Large  and  small  stations  alike  give 
value  received  for  the  money  spent  with  them.  Com¬ 
petition  sees  to  that,  if  unsuccessful  in  making  money 
for  their  advertisers  they  soon  pass  out  of  the  picture. 

I  know  many  feel  you  must  have  a  name  on  your 
program,  that  anything  less  than  Jack  Benny  or  Major 
Bowes  will  not  draw  a  large  enough  listening  audience 
to  make  any  sizeable  expenditure  of  money  for  radio 
talent  worthwhile. 

On  the  contrary,  unknown  radio  artists  of  today  will 
be  the  stars  of  tomorrow.  Fifteen  years  ago  or  there¬ 
abouts  you  might  have  hired  Guy  Lombardo  and  his 
Royal  Canadians  for  a  tenth  of  their  weekly  salaries 
today,  yet  their  air  offerings  were  as  timely,  as  well 
played  then  as  now.  1939  finds  hundreds  of  selections 
of  recordings  of  the  finest,  the  best  musicians  in  the 
files  of  radio  stations  large  and  small.  On  the  lesser 
stations  you  find,  too,  representatives  anxious  to  make 
good  and  faced  with  the  necessity  of  doing  a  paying 
job  for  their  advertisers  or  losing  their  livelihood.  Best 
of  all  you  find  in  local,  small  powered  stations,  a  diversi¬ 
fication  of  programs  that  attracts  listeners  from  all 
walks  of  life.  Best  of  all,  you  find  on  the  part  of  the 
entire  staff  of  such  stations  a  willingness  to  plug  new 
programs  that  is  too  often  lacking  in  the  big  stations. 
I  hold  no  particular  brief  for  the  small  radio  station, 
with  the  correspondingly  small  staff,  as  opposed  to  the 
larger  one,  but  experience  with  both  leads  me  to  lean 
most  heavily  toward  the  smaller  one  equipped  to  do 
the  work  needed  to  put  a  product  as  far  over  in  thirteen 
weeks  as  is  possible.  Certainly  you  must  speak  well  of 
a  bridge  that  carries  you  over  the  stream  and  you 
still  find  many  small  radio  stations  continuing  profitably 
in  business  after  larger  stations  have  been  established 
in  the  same  territory  for  years.  They  must  be  doing 
good  work  for  others,  there  is  every  reason  to  believe 
they  would  do  good  work  for  our  inquirer. 

The  choice  of  programs  is  all  important  when  decid¬ 
ing  to  spend  your  money  over  the  air.  If  there  is 
nothing  as  dead  as  a  day  old  newspaper,  the  next 
deadest  thing  must  be  a  radio  program  that  has  failed 
to  hold  its  listeners.  Personally,  I  am  inclined  to  agree 
with  the  majority  of  radio  time  buyers  and  prefer  the 
“live”  program  to  a  recorded  one,  but  you  will  be  sur¬ 
prised  to  know  the  results  of  listener  polls  when  queries 
are  out  on  the  value  of  certain  recorded  programs.  As 
a  rule,  if  for  the  sake  of  the  budget  you  feel  you  must 
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have  a  program  made  up  of  recordings,  stick  to  popular 
tunes  and  you  won’t  go  far  wrong.  That  is  if  you  are 
attempting  to  attract  the  younger  element  up  to  those 
who  are  middle  aged  but  young  in  heart.  Next 
higher  in  the  scale  of  expense,  but  only  a  step,  are  the 
services  of  an  organist.  In  most  any  studio  you  can 
find  an  organ  and  some  of  the  tunes  that  proceed  from 
these  under  the  hands  of  an  accomplished  artist  win 
friends  and  influence  people  to  use  your  product.  A 
program  of  hymn  tunes,  patrotic  airs  and  hill  billy 
music  is  adapted  to  support  by  means  of  an  organ  re¬ 
cital  over  the  air  and  is  received  as  a  rule  by  house¬ 
wives  who  may  at  the  same  time  become  interested  in 
your  product. 

In  the  East,  listeners  enjoy  a  “wisecracking”  master 
of  ceremonies  on  a  “live”  program,  while  the  middle 
west  and  west  folks  will  follow  daily  a  program  of 
square  dances  or  hill  billy  songs.  Your  salesman  of 
radio  time  will  have  many  suitable  programs  available 
for  your  audition  and  approval.  Listen  to  him  to  a 
large  extent  and  you  w^on’t  go  wrong.  Some  time  ago 
I  mentioned  in  this  column  a  recorded  program  offering 
many  advantages  to  a  small  canner.  Since  then  I  have 
heard  it  tried  out,  I  know  of  one  advertiser  at  least 
who  has  used  the  program  successfully  on  a  once-a- 
week  schedule,  fifteen  minutes  a  day,  for  the  introduc¬ 
tion  of  a  new  brand  of  private  label  coffee.  If  it  worked 
for  a  beverage,  it  would  work  for  any  brand  or  line  of 
canned  foods.  This  particular  program  calls  for  the 
making  of  a  record  for  each  fifteen  minutes,  the  first 
few  of  these  may  be  recorded  at  the  company  office  or 
in  the  warehouse.  Here  can  be  introduced  the  factory 
superintenednt,  the  field  men  and  the  sorters  as  well 
as  the  graders  of  the  raw  product  for  canning.  Then 
the  scene  can  be  shifted  from  the  factory  to  the  stores 
of  individual  retail  dealers.  In  each  recording  from  the 
business  place  of  retail  distributors  the  owner  and 
his  principal  employees  may  be  interviewed  as  well  as 
usually  five  housewives  visiting  the  store  at  the  time 
the  record  is  made. 

Such  a  program  helps  advertise  each  individual  store 
and  its  store  personnel.  Dealers  like  this  aspect  of  the 
set-up  very  well.  The  addition  daily  of  five  housewives 
brings  into  play  the  neighborhood  spirit  found  in  each 
locality,  and  after  the  program  has  been  running  a  little 
while  you  find  one  section  of  the  market  attempting  to 
outdo  the  other  in  the  quality  of  its  recorded  program. 
Each  consumer  taking  part  in  the  broadcast  has  the 
opportunity  of  hearing  herself  as  others  hear  her,  she 
is  very  apt  to  urge  all  her  close  friends  to  listen  in  when 
the  program  is  aired,  and  listener-interest  is  quickly 
built  up  and  held.  The  dealer  has  an  opportunity  of 
offering  the  privilege  of  taking  part  in  the  making  of 
the  record  to  his  leading  customers;  each  is  flattered 
as  well  as  pleased  when  she  receives  a  can  or  package 
of  the  product  advertised  as  a  small  return  for  the  part 
she  took  in  making  the  program  possible. 

If  any  reader  has  any  specific  problem  in  connection 
with  the  possible  broadcast  of  a  program  advertising 
their  product,  write  this  column.  It’s  yours,  we  are 
anxious  to  help  you  whenever  possible.  This  is  your 
column,  use  it  more!  Your  sales  and  profits  will 
increase  as  you  do ! 


CONSUMER  EDUCATION  TRENDS 

Greater  Use  made  of  Authoritative  Information  in 
Radio  and  Student  Training  Fields 

From  the  National  Canners  Association 

Developments  in  consumer  education  activi¬ 
ties  in  the  United  States,  observed  by  Miss  Ruth 
Atwater  of  the  Association’s  Home  Economics 
Division  on  her  trip  to  and  from  the  convention  of  the 
American  Dietetic  Association  held  recently  at  Los 
Angeles,  will  result  in  increased  endeavors  of  the 
Association  to  meet  the  demands  of  these  new  trends. 

A  wider  range  of  subjects  is  being  included  in  many 
programs  of  broadcasting  stations  all  over  the  country 
designed  by  staffs  of  these  stations  to  interest  women. 
The  staffs  are  becoming  increasingly  aware  of  the  need 
for  accurate,  definite  information  for  homemakers, 
and  one  of  the  methods  of  obtaining  this  information 
is  to  interview  guest  speakers  who  can  present  specific 
viewpoints.  Food  matters,  of  course,  are  always  of 
interest  to  homemakers,  and  the  consumer  material 
prepared  by  the  Association  fits  this  need.  Miss 
Atwater,  on  her  recent  trip,  was  interviewed  on  such 
radio  programs  in  Chicago,  Denver,  Salt  Lake  City, 
San  Francisco,  Portland,  and  Seattle,  with  two  broad¬ 
casts  in  both  Salt  Lake  City  and  San  Francisco. 

Among  the  women  consumer  groups  to  whom  Miss 
Atwater  spoke,  it  was  found  that  the  work  of  the 
Association  in  collaborating  wdth  the  Bureau  of  Stan¬ 
dards  on  the  simplification  of  can  sizes  is  known  and 
appreciated.  Women  in  these  groups  expressed  interest 
in  this  work,  and  also  in  all  aspects  of  canned  food 
labeling. 

The  work  in  distributive  education,  sponsored  by 
the  Federal  Office  of  Education  in  conjunction  with 
State  departments  of  education,  which  is  being  de¬ 
veloped  throughout  the  country,  is  a  new  program  in 
the  education  field.  Miss  Atwater  spoke  to  groups 
working  in  this  program  in  every  State  she  visited  on 
her  trip,  and  as  a  result  of  these  contacts  and  obser¬ 
vations,  the  Association’s  Home  Economics  Division 
plans  a  new  publication  especially  adapted  to  training 
students  in  the  field. 

The  distributive  education  program  is  planned  to 
interest  grocers,  as  well  as  other  distributive  groups, 
in  employee  training.  Adult  classes  are  being  held  in 
some  States  for  grocery  clerks,  and  in  other  places 
high  school  students  are  being  trained  for  such  work. 
In  all  parts  of  the  country,  the  program  is  being 
adapted  to  particular  community  needs.  In  one  State 
there  are  already  more  than  13,000  students  enrolled 
in  these  courses,  and  in  this  State  the  director  of  the 
work  has  requested  a  supply  of  the  Association’s  con¬ 
sumer  education  publications  for  all  of  his  co-ordina¬ 
tors. 

Many  of  the  Association’s  publications  already  have 
been  sent  to  State  and  City  education  departments  in 
which  this  program  is  functioning,  and  the  new  dis¬ 
tributive  education  publication  now  planned  by  the 
Association  will  contain  information  on  canned  foods 
particularly  valuable  in  this  type  of  training. 
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Sprague-Sells  Division 

HOOPESTON,  ILLINOIS 

MAIL  COUPON  TODAYI 


THE  PROCESSION 


B-301-T 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send 

n  Full  details  of  the  Lewis  Quality  Grader. 

Q  Your  Complete  General  Catalog. 


Modern  Canning  Equipment  for  All  Food  Products 
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In  every  industry  there  is  always  some  leader  whose  products 
are  in  an  enviable  class  by  themselves;  and  we  are  proud  that 
the  canners  of  America  have  awarded  this  position  in  their 
industry  to  the  equipment  of  Food  Machinery  Corporation. 
One  such  machine  is 


LEWIS  QUALITY  GRADER 


FOR  PEAS 


which  separates 
the  tenderest 
peas  from  the 
others  by  gravi¬ 
ty  —  with  hair¬ 
line  accuracy. 


With  the  Lewis, 
top  quality  and 
top  prices  are  as- 
sured.  Simple 
and  compact, 
easily  installed. 


Mail  the  coupon 
for  complete 
details. 


ITS  ECONOMICAL  TO 


BUY  the  BEST 

that  means 

KYLER 

LABELERS  and  BOXERS 

BEGIN  TO  SAVE  ON  YOUR  COSTS 
BUY  KYLER  MACHINES  .... 

'^They  have  everythins  with  half  the  parts.'' 


WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 

Westminster,  Maryland,  U.S.A. 
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THE  GOURMET  IN  WARTIME 

or,  Fighting  The  War  With  A  Can  Opener 

As  It  Is  In  England 


England  expects  every  Englishman  to  do  his 
duty.  Among  those  who  have  responded  with 
admirable  promptness  is  Ambrose  Heath,  one  of 
England’s  most  celebrated  gourmets  and  the  author  of 
numerous  books  and  articles  on  gastronomic  affiairs. 
Mr.  Heath’s  first  war-service  contribution  was  an 
article  in  the  Manchester  Guardian  on  the  subject  of 
how  to  make  a  wartime  diet,  which  in  England  will 
consist  of  a  high  proportion  of  canned  foods,  delicious 
as  well  as  nutritious.  Mr.  Heath  holds  to  the  view  that 
in  such  times  as  these  the  more  effectively  the  use  of 
the  can  opener  can  be  concealed  the  higher  will  civili¬ 
zation’s  morale  be.  His  mouth-watering  article  follows : 

“A  short  time  ago  we  were  advised  to  lay  in  a 
week’s  stock  of  provisions,  and  as  now  there  is  the 
possibility,  though  not  the  immediate  probability,  that 
we  shall  have  to  use  them,  a  few  suggestions  for  appeti¬ 
zing  ways  of  dealing  with  tinned  foodstuffs  may  be  use¬ 
ful.  For  nothing  seems  to  me  so  dismal  as  to  have  to 
sit  down,  tin-opener  in  hand,  and  contemplate  the  con¬ 
tents  of  our  tins  in  their  natural  state.  Of  solids, 
sardines,  tunny  fish,  and  fruit  occur  only  to  me  at  the 
moment  as  being  in  the  least  prepossessing ;  but  with  a 
little  thought  and  ingenuity  we  can  transform  the  con¬ 
tents  of  these  magic  boxes  into  something  not  only 
pleasant  to  eat  but  attractive  to  look  at.  But  as  today 
simplicity  must  be  our  note,  let  us  take  only  those 
dishes  which  are  easy  and  economical  to  make. 

“Tinned  soups  are,  more  generally  than  not,  served 
straight  out  of  the  tin;but  how  much  nicer,  and  how 
delightfully  deceptive,  they  can  be  if  a  garnish  is 
added,  or  if  the  soup,  provided  it  is  a  thick- one,  is 
enriched  with  yolk  of  egg  or  a  touch  of  cream,  not  for 
extravagance’s  sake,  but  actually  to  increase  its  nour¬ 
ishment.  Little  poached  dumplings  added  to  such  a 
soup  as  kidney  soup,  for  example,  will  almost  make  a 
meal,  besides  adding  interest ;  for  we  do  not  want  to  be 
reminded  of  our  “iron  rations”  more  than  we  need  be, 
and  such  little  deceptions  tend  to  ease  us  of  our  wor¬ 
ries.  Tinned  fish  next.  Fishcakes  and  fish  pies  come 
immediately  to  mind,  but  tinned  salmon  is  too  familiar 
as  an  ingredient,  perhaps,  and  sardines  too  strong. 
Tunny  fish  is  the  tip  here,  and  a  good  one  it  is,  a  touch 
of  lemon  juice  in  the  white  sauce  being  recommended. 
And  for  a  change  try  making  a  pastry  cover  to  the  pie 
instead  of  potato,  and  of  binding  the  fishcakes  with 
egg,  poaching  them  instead  of  frying  them,  and  serv¬ 
ing  them  in  an  appropriate  sauce.  Tinned  crab,  warmed 
and  scrambled  with  eggs  and  a  touch  of  curry  powder, 
makes  a  really  admirable  dish,  and  this  fish  flaked  and 
bound  with  a  lightly  flavored  cheese  sauce  makes  really 


delicious  little  pastry  turn-overs  to  be  baked  in  the 
oven. 

“We  are  all  familiar  with  the  various  ways  in  which 
tinned  tongue  can  be  used.  Tinned  chickens  will  sub¬ 
mit  to  any  treatment  afforded  to  the  fresh  birds. 
Corned  beef,  however,  is  by  no  means  first-class  out  of 
a  tin,  and  here  some  suggestions  can  be  made. 

“Corned  beef  cake,  for  instance,  is  made  by 
chopping  up  some  tinned  corn  beef  and  mixing  it  with 
an  equal  volume  of  potato.  Season  it  with  chopped 
parsley  and  chives,  or  herbs,  or  finely  minced  onion 
first  very  lightly  fried,  moisten  with  stock  or  gravy 
(flavored  if  liked  with  tomato),  and  bind  with  an  egg 
yolk.  When  well  mixed  and  cool  fry  the  whole  cake, 
or  small  cakes,  in  butter  or  bacon  fat  until  brown  on 
both  sides,  then  turn  out  and  serve  with  a  tomato  or 
some  other  appropriate  sauce.  You  can,  of  course 
make  croquettes  or  rissoles  with  corned  beef,  and  use 
if  for  stuffing  savory  pancakes,  as  you  can  any  other 
meat  (these  stuffed  pancakes,  by  the  way,  are  as 
economical  as  almost  any  other  dish  with  meat  or  fish) , 
but  the  prime  dish  of  all  with  this  meat  is  the  famous 
American  corned  beef  hash.  Here  is  a  simple  recipe 
for  it.  Mix  together  a  breakfastcupful  and  a  half  of 
chopped  cooked  potatoes,  half  a  teacupful  of  chopped 
onion,  and  a  third  of  a  breakfastcupful  of  rich  milk. 
Melt  two  tablespoonfuls  of  butter  in  a  frying  pan,  and 
put  in  the  mixture,  spreading  it  evenly  over  the  bottom. 
Cook  slowly  for  about  three-quarters  of  an  hour  on  a 
very  gentle  heat  (a  low  gas  under  an  asbestos  mat  is 
about  the  right  heat)  until  the  bottom  is  well  browned. 
Then  fold  it  over  onto  a  hot  dish,  and  serve  garnished 
with  parsley.  You  can  add  chopped  parsley  or  chopped 
tinned  sweet  red  peppers  (pimientos)  or  even  chopped 
tinned  beet  root,  in  the  latter  case  half  as  much  as 
the  potato. 

“In  the  sphere  of  vegetables  remember  that  the 
tinned  pea^  can  be  much  improved  thus.  Chop  up  a 
small  onion  finely  and  put  it  into  a  saucepan  with  a 
tablespoonful  or  so  of  butter  and  a  lettuce  leaf  or  two 
shredded  up.  Put  on  the  lid  and  stew  these  for  some 
minutes  over  a  gentle  heat,  then  add  the  peas,  which 
have  been  turned  out  of  the  tin  into  a  colander,  well 
washed  under  the  cold  tap,  and  drain  as  dry  as  possible. 
When  all  are  heated  through  add  a  little  pepper  and 
serve.  Spinach  is  excellent  when  tinned,  but  care 
must  be  taken  to  see  that  it  is  well  dried  of  moisture. 
Here  are  two  interesting  dishes.  For  a  spinach  flan, 
line  a  flan  case  with  pastry  and  fill  it  with  a  mixture  of 
a  pound  of  very  well  drained  tinned  spinach,  three 
whole  eggs,  and  half  a  pint  of  milk,  seasoned  with  salt 
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and  pepper  and  ai.  little  curry  powder.  Bake  for  forty 
minutes  and  eat  while  hot.  Spinach  subrics  make  a 
pleasant  light  entree.  Drain  and  dry  the  tinned 
spinach,  mix  it  with  a  few  spoonfuls  of  white  sauce, 
season  with  salt,  pepper  and  grated  nutmeg,  and  stir 
in,  off  the  fire,  a  yolk  of  egg  for  each  half-pound  of 
the  spinach.  Melt  some  butter  in  a  frying  pan,  and 
put  in  spoonfuls  of  the  mixture,  seeing  that  they  do 
not  touch.  Brown  each  side  carefully,  and  when  they 
are  all  done  arrange  them  in  a  dish,  sprinkle  them  with 
grated  cheese  and  pour  over  a  little  melted  butter  on 
serving. 

I 


“GENE”  ZOLLER  DEAD 


CHARLES,  EUGENE  ZOLLER,  one  of  the  best- 
known  Baltimore  brokers,  died  after  a  long 
illness  on  Tuesday,  October  10th,  and  was  buried 
in  Druid  Ridge  Cemetery,  Baltimore,  on  Thursday, 
October  12th,  1939. 

“Gene”  as  he  was  familiarly  known  throughout  a 
wide  circle  of  the  trade,  was  the  outlet  for  some  famous 
Harford  County  corn,  and  his  genial  personality  made 
him  a  host  of  friends.  He  was  a  brother  of  “Joe” 
Zoller,  regional  buyer  for  the  A.  &  P.  Tea  Co.,  and  both 
of  them  are  sons  of  Henry  Zoller,  famous  among  the 
early  brokers  of  Baltimore,  when  this  city  was  the 
home  of  the  canned  foods  industry. 


FTC  RULES  ON  USE  OF  “VIRGINIA”  WITH  PORK 
AND  BEEF  PRODUCTS 

“["■HE  Federal  Trade  Commission  recently  handed 
I  down  a  decision  concerning  the  use  of  “Virginia” 
I  In  describing  a  certain  brand  of  corned  beef  hash 
and  ham.  It  ordered  that  a  certain  company  selling 
deviled  ham  and  corned  beef  hash  represented  as  “Old 
Virginia”  products  cease  using  this  designation  because 
the  beeves  and  hogs  from  which  the  products  were 
manufactured  were  not  grown  in  the  State  of  Virginia. 

Because  it  is  recognized  that  a  State’s  name  is  a 
commercial  asset  of  the  State  concerned,  it  should  be 
protected  against  misuse  of  its  name.  This  is  in  keep¬ 
ing  with  the  recent  tendency  of  States  to  use  the  State 
name  in  publicizing  quality  items  which  are  produced 
in  that  State.  The  States  are,  as  a  consequence,  be¬ 
coming  increasingly  alert  in  protecting  themselves 
against  misuse  of  their  names. 


STORAGE-LOCKER  CONFERENCE  OCTOBER  26TH  AND  27TH 

The  second  Storage-Locker  Conference  is  to  be  held  at  the 
College  of  Agriculture,  University  •  of  Illinois,  October  26th 
and  27th  as  announced  by  Professor  Sleeter  Bull,  Chief  in 
meats.  There  are  now  approximately  100  cold  storage  locker 
plants  in  the  State  of  Illinois  equipped  to  handle  a  quantity 
of  meat  equivalent  to  that  of  approximately  100,000  hogs  and 
in  addition  they  are  handling  poultry  and  fruits  and  vegetables. 
The  first  conference  held  last  year  attracted  150  owners  and 
operators  and  since  that  time  the  number  of  plants  has  steadily 
increased. 


The  Best  of  Everything  for  the 
Packer  of 

GREEN 


CRCO  Machinery  for  the  Pea  Packer  covers 
the  entire  line — quality  equipment  which  enables 
canners  to  speed  up  production  with  an  appreci¬ 
able  lowering  of  costs  and  an  increasing  of  quality 
standards. 

Today,  packers  of  peas  are  recognizing  the  de¬ 
sirability  of  “going  CRCO  all  the  way”  from  har¬ 
vesting  to  the  shipping  rooms.  CRCO  is  the  ac¬ 
cepted  standard  for  quantity  production  of  quality 
products  at  the  lowest  possible  operating  costs. 

CRCO  PEA  EQUIPMENT  INCLUDES: 


Mower  Attachments 

Pea  Pumps 

Feeders 

Picking  Tables 

Viners 

Blanchers 

Adjustable  Cylinders 

Can  Washers 

Vine  Shakers 

Brine  Tanks 

Transmissions 

Fillers 

Tachometers 

Exhausters 

Power  Units 

Retorts 

Field  Boxes 

Retort  Crates 

Hoppers 

Cooling  Tanks 

Pea  Cleaners 

Can  Markers 

Size  Graders 

Labeling  Machines 

Quality  Graders 

Casers  or  Boxers 

Gravometers 

Trucks 

Brine  Mixers 

Conveyors 

Bucket  Elevators 

Case  Stackers 

Send  For  Complete  Catalog 
of  Pea  Machinery  No.  1 
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NIAGARA  FALLS,  N.  Y. 
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GRAMS  of  INTEREST 


FURTHER  CONVENTION  DATES  SET 

Ohio  Canners  Association’s  Seci’etary,  Roy  Irons,  announces 
that  it  has  been  decided  to  hold  the  annual  convention  December 
12th  and  13th  at  the  Gibson  Hotel,  Cincinnati. 

Directors  of  the  Association  of  New  York  State  Canners,  Inc., 
have  decided  to  hold  their  annual  meeting,  scheduled  for  Decem¬ 
ber  14th  and  15th,  at  the  Hotel  Statler,  Buffalo,  New  York. 

FIRE  DESTROYS  CANNERY 

Fire  originating  in  a  railroad  fruit  shed  adjoining  the  New- 
bern  Canning  Company  plant  at  Newbern,  Tennessee,  destroyed 
the  cannery  building  and  brick  storage  warehouse  on  Friday 
night,  October  6th.  The  value  of  the  buildings  and  contents 
ranged  from  $35,000  to  $40,000  which  was  partially 
covered  by  insurance.  The  management  advises  that  rebuilding 
will  be  commenced  at  the  earliest  possible  time  in  order  to  care 
for  winter  pack  items. 

TRI  STATE  MEETING  TO  ATLANTIC  CITY 

As  a  result  of  a  meeting  of  a  committee  representing  the 
Tri-State  Packers  Association  and  the  Get-Together  Committee 
of  the  Allied  Industries,  on  Saturday,  October  7th,  it  was 
decided  that  the  December  7th  and  8th  meeting  will  be  held  at 
the  Ambassador  Hotel,  Atlantic  City,  according  to  word 
received  from  Secretary  Frank  Shook. 

COOPERATIVE  CANNERY  PLANNED 

A  few  tomato  growers  in  the  area  about  Burton,  Ohio,  are 
interested  in  establishing  a  cannery  for  tomatoes,  string  beans 
and  grapes  and  have  sought  the  assistance  of  Charles  A.  Haas, 
Agricultural  Agent  of  Geauga  County,  who  resides  at  Burton 
and  who  is  looking  into  the  cost  of  equipment  and  supplies  for 
the  operation  of  such  a  cannery. 

MINNESOTA  CANNERS  TO  MEET  DECEMBER  7TH 

Minnesota  Canners  Association’s  Secretary,  George  A.  Borg, 
has  announced  that  the  annual  convention  will  be  held  at  the 
St.  Paul  Hotel,  St.  Paul,  Minnesota,  on  December  7th,  with  the 
business  session  commencing  at  9:00  A.  M.,  a  luncheon  at  noon 
and  a  banquet  in  the  evening. 

ELSWORTH  RETURNS  TO  AUSTRALIA 

F.  C.  Elsworth,  of  the  canning  firm  of  H.  Jones  &  Co.,  Sydney, 
Australia,  has  returned  home,  following  an  extended  stay  in 
the  United  States,  during  which  he  made  a  careful  inspection 
of  cannery  methods  here. 

PACKAGING  INSTITUTE  TO  MEET 

The  first  annual  meeting  of  the  Packaging  Institute,  Inc., 
is  to  be  held  at  the  Edgewater  Beach  Hotel,  Chicago,  on 
October  19th  and  20th,  when  divisional  meetings  on  the  sub¬ 
jects  of  Production,  Machinery,  Supplies  and  Design  Groups 
and  the  election  of  officers  and  directors  will  take  place. 

GENERAL  ELECTRIC  ANNOUNCES  INCREASED  BUSINESS 

Orders  received  by  General  Electric  Company  during  the 
third  quarter  of  1939  amounted  to  $79,510,000,  compared  with 
$60,533,000  during  the  same  quarter  last  year,  an  increase  of 
31  per  cent.  President  Gerard  Swope  has  announced.  For  the 
first  nine  months,  this  year’s  orders  received  amounted  to 
$248,582,000,  an  increase  of  32  per  cent  over  the  $188,757,000 
received  during  the  same  period  a  year  ago. 


TICHENOR  CHAMBER  OF  COMMERCE  DIRECTOR 

A.  K.  Tichenor,  long  associated  with  the  Alaska  Packers 
Association,  San  Francisco,  has  been  made  a  director  of  the 
Alameda,  California,  Chamber  of  Commerce. 

KOTTINCER  PROMOTED 

President  M.  E.  Wangenheim,  of  the  California  Conserving 
Company,  San  Francisco,  California,  recently  announced  the 
appointment  of  Milton  Kottinger,  of  the  sales  staff,  as  assistant 
general  salesmanager. 

EXPLOSION  WRECKS  POWER  HOUSE 

The  three  story  engine  and  boiler  room  of  the  John  Morrell 
&  Company,  Ottumwa,  Iowa,  meat  packers,  was  demolished  by 
an  explosion  on  September  30th,  with  an  estimated  loss  of 
$45,000. 

MAINE  CANNERS  CONVENTION  DECEMBER  12TH 

The  annual  meeting  of  the  Maine  Canners  Association  is  to 
be  held  at  the  Eastland  Hotel,  Portland,  Maine,  Tuesday, 
December  12th,  according  to  word  received  from  F.  Webster 
Browne,  Secretary. 

FOOD  SHOW  A  SUCCESS 

The  14th  annual  food  show  of  the  Retail  Grocers  Association 
of  San  Francisco,  got  under  way  at  the  Civic  Auditorium, 
October  7th,  for  a  run  of  a  week.  Large  crowds  are  being 
attracted  despite  the  displays  of  a  similar  nature  at  the  Golden 
Gate  International  Exposition. 

ANNUAL  CONVENTION  TENNESSEE-KENTUCKY  CANNERS 

Secretary  S.  R.  Clevenger,  of  the  Tennessee-Kentucky  Can¬ 
ners  Association  has  announced  that  the  annual  meeting  of  the 
Association  will  be  held  in  the  Andrew  Johnson  Hotel,  Knox¬ 
ville,  Tennessee  on  February  12th  and  13th. 

DEL  MONTE’S  ADVERTISING  CAMPAIGNS 

Del  Monte  magazine  advertising  this  season  will  be  handled 
as  four  separate  campaigns,  with  eleven  of  the  country’s  most 
widely  read  magazines  carrying  the  selling  messages.  Running 
in  top-rank  women’s  magazines,  the  basic  general  line  campaign 
will  emphasize  some  half-dozen  important  Del  Monte  items  in 
each  ad.  Among  those  scheduled  for  full  featuring  are  peas, 
corn,  asparagus,  peaches,  pears,  pineapple,  fruit  cocktail  and 
coffee.  For  the  fourth  consecutive  year,  special  attention  will 
be  given  Del  Monte  carton  dried  fruits  and  raisins,  in  a  series 
of  full-color  pages  breaking  in  October  and  appearing  every 
month  through  and  beyond  the  Holiday  season.  Still  another 
campaign,  entirely  on  Del  Monte  pineapple  juice,  will  deliver 
nearly  8  million  messages  a  month,  through  popular  weekly 
magazines.  Del  Monte  tuna  will  also  have  its  own  separate 
campaign.  Between  the  four  campaigns,  Del  Monte  advertising 
gives  grocers  assurance  of  action  as  often  as  they  feature 
Del  Monte. 

CONTINENTAL  DIVIDEND 

Directors  of  Continental  Can  Co.,  Inc.,  on  October  11th, 
declared  a  final  year  end  dividend  of  50  cents  a  share  on  its 
common  stock,  payable  November  15  to  holders  of  record 
October  25.  The  last  previous  declaration  was  50  cents  a  share. 

CANADIAN  CANNERS  TO  PAY  DIFFERENCE  BETWEEN  SALARY 
AND  ARMY  PAY 

Those  employees  of  Candian  Canners,  Ltd.,  who  volunteered 
for  army  service  may  receive  the  difference  between  their  army 
pay  and  the  salary  they  had  been  receiving  before  enlistment, 
the  management  has  indicated. 
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Hatomatic 

INSURANCE 

provides  instant  protection  for 

INCREASING 

or 

FLUCTUATING 

VALUES 

at  no  additional  cost 

LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 
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VIRGINIA 


12  pockets 
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Universal 

PLUNGER  FILLER 

For  filling  Tomato  Products  light 
and  heavy,  Pumpkin,  Soups  of  differ¬ 
ent  kinds.  Baby  Foods,  Liguids, — 
Dog  Foods,  etc. 

★ 

Designed  for  high  speed,  200  cans 
or  more  per  minute. 

★ 

One  hand  wheel  universally  ad¬ 
justs  the  fill. 

★ 

Runs  very  smooth.  No  waste.  Accur¬ 
ate  fill. 

★ 

No  mashing  of  product. 

★ 

Either  chute  or  worm  and  disc  feed. 

AVARS  MACHINE  COMPANY 

Salem,  New  Jersey 
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KEEP  FREIGHT  CARS  MOVING 

HE  following  is  an  appeal  from  W.  C.  Kendall, 
Chairman,  Car  Service  Division,  Association  of 
American  Railroads,  Washington,  D.  C. : 

“Freight  Car  loadings,  while  still  considerably  under 
the  volume  of  1929  and  earlier  years,  are  increasing 
rapidly.  In  fact,  it  is  doubted  if  there  has  ever  been 
the  degree  of  acceleration  which  has  occurred  within 
the  past  month. 

“In  view  of  the  rising  tide  of  business  and  the  pros¬ 
pects  for  further  increase  in  volume,  railroad  execu¬ 
tives  at  member  road  meeting  of  the  Association  of 
American  Railroads  held  September  19  gave  full  con¬ 
sideration  to  the  entire  matter  and  unanimously  agreed 
to  take  immediate  steps  to  effect  repairs  to  cars  and 
locomotives  as  may  be  necessary  to  meet  any  antici¬ 
pated  demand  therefor.  In  addition,  a  wide  group  of 
roads  announced  their  plans  to  acquire  new  cars  total¬ 
ling  approximately  25,000.  This  number  is  in  addition 
to  over  20,000  cars  previously  reported  as  installed 
this  year  or  on  order. 

“It  has  long  been  recognized  that  no  effort  of  the 
railroads  themselves  to  provide  adequate  transporta¬ 
tion  service  can  succeed  under  heavy  demands  without 
the  wholehearted  cooperation  of  shippers  and  receivers 
in  the  use  of  railroad  equipment.  Cars,  for  example, 
are  in  possession  of  shippers  and  receivers  approxi¬ 
mately  50  per  cent  of  the  time. 

“This  is  an  appeal  to  all  shippers  and  receivers  to 
cooperate  with  the  railroads  in  the  same  manner  as 
they  have  in  past  periods  of  heavy  car  demand  to  the 
end  that  the  maximum  utilization  may  be  had  of 
available  car  supply.  Specifically  we  urge  that  all 
shippers  consider  the  following  means  in  which  they 
can  assist  in  their  own  interest. 

“a.  Aid  in  the  observance  of  Car  Rules  that  cars  may 
be  forwarded  promptly  to  the  owners  in  order  to  main¬ 
tain  a  well  balanced  car  supply.  Especially  is  this 
important  for  predominantly  originating  territory. 

(1)  Order  cars  as  much  in  advance  as  possible, 
specifying  type  and  size  of  car,  destination,  routing  and 
commodity  to  be  loaded. 

(2)  Refrain  from  reloading  cars  released  at  plants 
where  such  loading  is  not  in  accordance  with  Car  Ser¬ 
vice  Rules,  and  unless  authorized  by  serving  road. 

b.  Match  loading  and  unloading  performance  to  the 
extent  possible  with  the  scheduled  switching  service, 
thus  eliminating  extra  and  special  switching. 

c.  Promptly  notify  railroad  agent  of  cars  unloaded 
and  ready  to  be  moved  out. 

d.  Shippers  load  cars  to  capacity,  weight  or  cubical, 
as  the  case  may  be,  where  orders  or  unloading  facilities 
permit. 

e.  Consignees  order  full  capacity  loading. 

Note  to  items  (d)  and  (e)  :  This  furnishes  an  excel¬ 
lent  way  for  shippers  and  receivers  to  provide  addi¬ 
tional  equipment  through  self-help. 

f.  Load  and  unload  promptly.  Instead  of  taking 
advantage  of  the  full  48  hours  free  time,  cooperation 
in  releasing  cars  in  time  for  an  earlier  switching  pick¬ 
up  will  add  to  available  car  supply. 


g.  Completely  unload  cars,  removing  all  dunnage  and 
debris,  thus  making  cars  immediately  available  for 
next  shipper  and  avoiding  delay  and  expense  incident 
to  switching  to  and  from  cleaning  tracks. 

h.  Prevent  damage  to  high  class  cars,  and  conse¬ 
quent  lost  car  days,  by  avoiding  loading  with  contami¬ 
nating  commodities. 

i.  Cooperate  by  utilizing  without  rejection  cars  fur¬ 
nished  by  the  railroad,  if  such  cars  have  been  approved 
by  the  railroad  mechanical  inspector  for  the  commodity 
to  be  loaded. 

j.  Avoid  inflation  in  car  orders. 

“Your  Cooperation  is  earnestly  solicited  that  every¬ 
thing  possible  may  be  done  to  insure  full  car  supply  to 
all  shippers.” 

WAGE-HOUR  LAW  CHANGES  OCTOBER  24th 

Madison,  Wisconsin,  October  10,  1939. 

To  Association  Members : 

WHO  AFFECTED — A  canning  plant,  located  within 
the  “area  of  production”  with  respect  to  all  its  opera¬ 
tions,  is  not  affected,  being  wholly  exempt  from  the 
maximum  hours  and  minimum  wage  provisions.  The 
changes  which  become  effective  two  weeks  from  today 
do  affect: 

(1)  Any  canning  plant  or  office  located  in  a  town 
of  2,500  or  greater  population. 

(2)  Any  canning  plant  which  obtained  any  of  its 
raw  produce  from  farms  more  than  ten  miles 
distant  from  the  plant.  (If  a  canning  plant  did 
not  operate  in  1939  but  is  now  engaged  in  label¬ 
ing  and  shipping  goods  packed  in  a  prior  season, 
it  is  not  within  the  “area  of  production”  if  the 
raw  produce,  in  such  prior  season,  was  obtained 
from  farms  more  than  ten  miles  distant  from 
the  plant) . 

TWO  CHANGES — (1)  The  minimum  wage  rate  is 
increased  from  25  cents  to  30  cents  per  hour.  This  is 
the  lowest  wage  that  may  be  paid  any  employe,  includ¬ 
ing  women,  minors,  night  watchmen,  stenographers, 
and  all  others.  (2)  Maximum  hours  are  decreased 
from  44  to  42  hours  per  workweek.  Hours  per  work¬ 
week  in  excess  of  42  must  be  paid  for  at  one  and  one- 
half  times  the  employe’s  regular  hourly  wage. 

FOURTEEN  WEEKS’  EXEMPTION  FROM 
HOURS — This  exemption  from  the  maximum  hours 
limitation  is  not  affected.  All  employers  engaged  in 
canning  perishable  or  seasonal  fresh  fruits  or  vege¬ 
tables  may  operate  unrestricted  hours  without  payment 
of  overtime  for  fourteen  workweeks  in  each  calendar 
year  at  each  plant.  Storing,  labeling  and  shipping  of 
canned  foods  by  the  canner  are  considered  to  be  a  part 
of  the  “canning”  operation  and  therefore  the  exemp¬ 
tion  may  be  applied  to  workweeks  in  which  such  activi¬ 
ties  are  carried  on.  If  you  have  not  yet  used  up  all 
fourteen  workweeks  in  1939,  you  may  use  the  balance 
of  your  exemption  after,  as  well  as  before,  October  24th. 

FIRST  WORKWEEK  AFFECTED— Inasmuch  as 
most  canners  have  adopted  the  calendar  week  as  their 
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workweek,  October  24th  will  not  coincide  with  the  be¬ 
ginning  of  a  workweek.  The  30  cents  per  hour  mini¬ 
mum  becomes  effective  on  Tuesday,  October  24th,  in 
any  case,  but  we  interpret  the  law  to  mean  that  if  your 
workweek  ends  on  Saturday,  your  employes  may  work 
44  hours  per  week  during  the  workweek  ending 
October  28th,  providing  not  more  than  42  of  the  44 
hours  occur  on  or  after  October  24th. 

The  difficulties  resulting  from  application  of  the 
Wage-Hour  law  to  the  canning  industry  become  much 
more  acute  now  that  the  minimum  wage  goes  up  to 
30  cents  per  hour  and  the  workweek  down  to  42  hours. 
If  a  night  watchman  is  on  duty  84  hours  per  week,  his 
minimum  weekly  wage  would  be  $31.50,  or  a  little  over 
$135.00  per  month  (42  hours  at  30  cents  plus  42  hours 
at  45  cents).  If  two  watchmen  were  hired  so  that 
neither  would  have  to  be  paid  time  and  a  half,  neither 
would  earn  enough  to  live  on.  The  same  difficulty  is 
frequently  presented  with  respect  to  labeling  opera¬ 
tions.  And  if  the  discriminatory  “area  of  production” 
provision  is  not  taken  out  of  the  law  before  the  1940 
canning  season,  the  30  cents  per  hour  minimum  wage 
may  result  in  a  packing  cost  definitely  out  of  line  with 
costs  of  exempt  competitors. 

Very  truly  yours, 

Marvin  P.  Verhulst, 
Executive  Secretary. 

Wisconsin  Canners  Association. 


MORRAL  CORN  CUTTER 

Either  Single  or  Double  Cut 


Morral  Combination 
Corn  Cutter 

For  Whole  Crain  or 
Cream  Style 


Morral  Corn  Husker 

Either  Single  or  Double 

Morrai  Labeling  Machine 

and  other  machinery 


Write  for  catalog  and 
further  particulars 


MORRAL  BROTHERS.  Morral,  Ohio 


WHEN 


NEEDS 


ARISE  FOR  ANY  KIND 


OF  EQUIPMENT,  ACCESSORIES  SUPPLIES  and  SUNDRIES 

Consult  Your  New  Langsenkamp  Catalog 

%  Langsenkamp  Is  headquarters  For  all  canning  plant  needs.  Stocks  of 
many  types  of  accessories  and  supplies  are  carried.  Whenever  a  need 
arises  consult  your  copy  of  the  new  Langsenkamp  Catalog  No.  38. 

Cross  index  in  back  will  direct  you  to  anything  you  are  looking  for  .  . 
in  addition  to  major  equipment,  such  things  as  Blanching  Buckets,-  Gal¬ 
vanized  Ware;  Buckets,  Dippers,  Measures;  Scoops,  Funnels,  etc.,  in 
monel,  stainless  Steel  and  other  materials;  Rubber  Hose;  Brass  Valves; 

Sanitary  Fittings;  Knives;  Thermometers  and  Temperature  Regulators,  and 
many  other  items. 


RICHARD  W.  YERKES  RETIRES  AS  TREASURER  OF  LINK  BELT 

At  a  meeting  of  the  board  of  directors  of  Link-Belt  Company 
September  26th,  Mr.  Richard  W.  Yerkes  tendered  his  resignation 
as  secretary-treasurer.  His  smiling  comment  was:  “After  half 
a  century’s  work  for  the  company,  I  feel  that  I  have  earned  the 
privilege  of  a  long  vacation  and  passing  my  duties  on  to  younger 
shoulders.”  Starting  with  the  company  at  Philadelphia  in  1890 
as  stenographer  and  file  clerk,  Mr.  Yerkes  advanced  through 
the  administrative  departments,  having  for  a  long  time  been 
sales  manager  at  Philadelphia.  While  now  retiring  from  the 
position  of  secretary-treasurer,  which  he  has  held  since  1923,  he 
will  continue  to  serve  as  a  member  of  the  board  of  directors. 

Harry  E.  Kellogg,  who  has  been  closely  associated  with 
Mr.  Yerkes  for  the  last  18  years,  has  been  elected  to  succeed 
him  as  treasurer.  Successively,  Mr.  Kellogg  has  held  the  posi¬ 
tions  of  plant  accountant,  general  credit  manager,  and  chief 
accountant. 

F.  V.  MacArthur,  formerly  assistant  secretary,  was  elected 
secretary.  Melbourne  P.  Anderson,  formerly  general  credit 
manager,  has  been  appointed  chief  accountant  to  succeed  Mr. 
Kellogg.  C.  W.  Marum,  for  28  years  a  member  of  the  company’s 
New  York  office,  has  been  named  general  credit  manager  to 
succeed  Mr.  Anderson. 

CANADIAN  PACKERS  TURN  TO  WHOLE  KERNEL  CORN 

For  the  first  time  Metcalfe  Foods,  Ltd.,  of  Whitby,  Ontario, 
and  the  Waupoos  Canning  Company,  at  Prince  Edward  County, 
packed  whole  grain  corn  this  year. 

NEW  CITRUS  JUICE  CANNERY 

Lee  County  Packing  Company  which  operates  citrus  packing 
houses  at  Fort  Myers,  Florida,  plans  to  install  equipment  for 
the  production  of  approximately  1,500  cases  of  canned  citrus 
juice  daily. 

CANNING  APPLE  JUICE 

Apple  juice  in  20  ounce  cans  has  been  produced  for  the  first 
time  this  year  by  the  Georgian  Bay  Fruit  Growers,  Ltd.,  of 
Thornbury,  Ontario,  who,  up  until  this  year,  have  handled  only 
fresh  fruit. 


F.  H.  LANGSENKAMP  CO. 

Efficiency  in  the  Canning  Plant"  INDIANAPOLIS,  IND. 


Rod  Corn  Washer 


using  a  combination  of  accurately  spaced  rods 
and  our  “curtain  of  water  with  the  jet  effect"  is 
the  one  way  that  corn  can  be  washed  absolutely 
clean  and  not  lose  any  milk  or  flavor  out  of  the 
corn.  The  result  is  a  good,  clean,  full-flavored 
pack  that  will  command  top  prices. 

Let  urn  tell  you  about  it. 

THE  SINCLAIR-SCOTT  COMPANY 

“The  Original  Grader  House” 

BALTIMORE.  MARYLAND 
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Here’s  one  ready-made! 

The  Del  Monte '^Fall  Round-Up^^  — 

starting  October  20 ! 

Yes,  and  it’s  a  rip-snorter  —  a  brand  new  “Wild  West” 
edition  of  Del  Monte’s  resiilts-proved  national  events! 

Advertised?  You  bet  —  color  pajres  in  44  leading  Sun¬ 
day  newspapers — billboards  in  250  selected  cities!  Store 
material?  You  said  it — 4  different  designs  —  20  pieces  to 
the  set — all  the  sets  you  need  —  free! 

Plan  now  to  tie  in  often!  Make  it  a  real  “stampede” 
of  sales  to  your  “corral” — all  through  the  Fall! 


■ - t>A*® 


Results? 

Ask 

Julius  Daar! 


Last  year,  Julius  Daar  (above)  fea¬ 
tured  Del  Monte’s  1938  Fall  sales 
event  in  his  Marquette  Food  Mart, 
Chicago. 

Results?  Mr.  Daar  sold  9,600 
cans  of  Del  Monte  Foods  —  plus 
2,200  pounds  of  Del  Monte  Coffee 
— in  3  days! 

And  now  —  the  Del  Monte  “Fall 
Round-Up,”  starting  October  20, 
offers  you  the  same  opportunity — 
for  really  extra  business! 


for  ThMsgiving 
oiore  selling  help! 

You  know,  from  vour  « 
can  feature  any 
“‘'t-any  time-anTbe 

to  make  it  !  action! 

re  running  a  special**'**^’  y®®*" 
each  momh,  Jllh  f  ™"«*’«ndising 
tenal  for  yon!  •display  ma- 

Home"  JoIlrnat^ourNo'’“^\*“ 

‘ores  six  Del  Mom^  lyo^ember  10,  fea¬ 
sor  November  busines^Tr*'^ 
resentative  for  detaiJs—a  ’'^P' 

posters  for  your  store  " 


'■Si 


Ho 


If  your  customers  voted  5  to  1  in  favor  of  one 

canned  fruit  brand  over  its  nearest  competitor — 

WOULDN’T  YOU  CARRY  THAT  BRAND? 

That’s  what  happened  when  an  independent  un¬ 
biased  1939  survey  in  Cleveland  again  proved  Del 
Monte’s  outstanding  leadership  in  consumer  favor. 


t 


ASY  ' 
ELL 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 

WEEKLY  REVIEW 


Good  Activity  In  Routine  Market — But  Little  Haggling  On 
Prices — The  Small  Coterie  That  Causes  All  The  Market  Stir — 
Events  Of  Note — Prices  Holding  Firm. 

HE  WEATHER — This  has  oeen  a  routine  week 
in  the  canned  foods  market,  but  with  a  tempo 
much  faster  than  existed  before  the  war  splurge. 
The  excitement  has  died  down,  but  activity  is  still 
pronounced,  and  they  are  buying  with  more  confidence, 
and  in  smaller  but  more  frequent  lots.  One  fortunate 
change  is  that  the  market  no  longer  looks  toward 
war  as  a  needed  impetus,  at  least  so  far  as  canned 
food  are  concerned.  They  now  realize  that  the  rapidly 
growing  improvement  in  all  business,  with  the  natural 
increase  in  employment,  spells  demand  for  all  the 
goods  in  sight,  and  a  continuation  of  what  has  struck 
many  who  have  investigated:  the  tremenduous  retail 
buying  of  canned  foods  of  all  kinds,  as  seen  in  the 
baskets  and  bags  moving  out  of  retail  stores.  So 
striking  has  this  been,  and  still  is,  that  one  disin¬ 
terested  party  asked  us  how  the  canners  managed  to 
keep  the  stores  supplied.  Take  time  to  visit  any  big 
market  and  watch  what  you  see,  and  you  cannot  help 
but  notice  this:  canned  foods  are  moving  out  in  a 
steady  stream.  And  if  you  change  your  inspection 
to  the  garbage  cans,  before  the  garbage  man  comes, 
you  will  see  that  apparently  these  canned  foods  are 
not  being  stored,  against  winter’s  demands,  but  are 
being  used  up,  as  the  empty  cans  clutter  up  every 
home-outlet.  It  is  the  old  story:  they  have  more 
money  to  spend  and  the  American  never  fails  to  im¬ 
prove  his  menu  whenever  he  can. 

And  that  is  why  buying  continues  strong,  and  whole¬ 
salers  are  busy  getting  out  the  goods  to  the  retailers. 
The  market  has  settled  down  to  that  steady  pull  which 
moves  the  goods,  and  is  causing  stocks  in  many  lines 
to  be  reported  low,  even  though  this  is  the  very  begin¬ 
ning  of  fall  and  winter  buying. 

Certain  operators  are  always  busy  making  all 
possible  of  ever  slight  reduction  in  prices;  in  other 
words  the  price  cutters  are  not  inactive,  but  it  re¬ 
mains  a  fact  that  buying  is  now  done  with  very  much 
less  haggling  over  prices,  where  the  goods  are  of  the 
quality  or  kind  wanted.  Better  canners  find  it  easier 
to  sell  at  full  prices,  and  in  good  sized  lots  for  prompt 
delivery,  and  their  chief  concern  is  whether  to  sell 
now  at  today’s  prices,  or  to  hold  for  the  higher  ones 
which  seem  so  certain.  Among  this  class  of  canners, 
and  of  buyers,  prices  are  from  2V2  cents  to  5  cents 
per  dozen  higher  on  the  average  than  the  general  going 
market,  and  the  canners  are  not  trying  to  force  sales. 
That  is  the  real  canned  foods  market  today  on  the  vast 
proportion  of  the  entire  packs.  Less  than  10  per  cent 


of  the  canned  foods  output  causes  all  the  market  flurry 
and  excitement,  and  slashing  of  prices;  originates  all 
the  rumors  and  false  reports — the  curb,  if  not  the 
gutter,  market  in  canned  foods.  And  that  is  why 
reputable  canners,  and  buyers,  should  not  be  disturbed 
by  the  rantings  of  these  few. 

EVENTS — Many  sections  of  the  country  have  ex¬ 
perienced  record-high  temperature  this  past  week — we 
in  Baltimore  had  93  degrees,  a  record  for  all  time  for 
October —  and  the  crops  have  come  to  their  end  in 
heat  instead  of  frost,  this  memorable  year  of  1939. 
For  they  are  done,  and  it  merely  remains  for  the 
count-up  to  tell  the  story  of  the  packs. 

The  Interstate  Commerce  Commission  has  indicated 
that  the  practice  of  rail  carriers  permitting  carload 
shipments  to  be  stopped  to  complete  loading,  or  to 
partly  unload,  at  points  off  the  direct  route  from  origin 
to  destination,  without  additional  transporation  charges 
for  the  extra  service  performed,  is  unreasonable,  and 
presumably  will  be  stopped.  A  hearing  will  be  held 
at  the  St.  George  Hotel,  Brooklyn,  N.  Y.,  beginning 
Monday,  October  16th,  and  will  possibly  continue 
several  days.  Interested  parties  may  wish  to  attend. 

That  the  country’s  efforts  to  keep  out  of  war  might 
seriously  cripple  our  merchant  marine,  and  therefor 
the  shipments  of  canned  foods  to  many  quarters  of  the 
globe  not  directly  in  the  war  zones,  now  seems  less 
likely  ,  and  it  is  to  be  hoped  will  be  avoided  by  proper 
handling.  Two  thirds  or  more  of  the  world  will  have 
to  rely  upon  the  United  States  for  much  of  its  foods, 
without  regard  to  the  war  zones,  and  if  this  shipping 
is  crippled  or  halted,  it  will  be  a  hardship  upon  all 
concerned.  This  gives  you  some  idea  as  to  possible 
additional,  and  unusual  calls  upon  canned  foods  stocks, 
and  the  effect  that  it  would  have  upon  market  prices. 

PRICES — As  will  be  seen  in  the  following  market 
reports,  changes  in  prices  are  few,  and  mainly  in  an 
upward  manner.  Canned  tomato  prices  continue  in 
the  below  cost  range,  and  will  stay  there  so  long  as 
independent  canners  turn  their  goods  over  to  the  price- 
cutters  for  sale.  But  again  this  is  the  very  small 
minority,  as  the  better  tomato  canners  are  asking  and 
getting  much  higher  prices  for  their  goods — 70  cents 
and  up  for  2s  standards,  and  other  prices  in  proportion. 

Corn  and  pea  prices  are  very  firm  and  upon  good 
level,  being  well  handled,  and  freed  from  “rumor 
mongers.” 

Green  beans  have  gotten  away  from  the  efforts  to 
depress  them,  and  most  canners  are  asking  70  cents 
for  2s  standard  cuts,  though  the  price-cutters  in  this 
region  quote  621/2  cents. 

All  fruit  and  fish  prices  are  very  firm,  with  supplies 
cleaning  up  too  quickly  for  the  canners’  own  good.  Milk 
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prices  are  advancing  as  could  be  expected,  for  canned 
milk  is  in  world-wide  use,  by  armies  and  navies  and 
for  civilians  as  well.  Meat  canners  will  find  an 
increased  demand  as  the  world  is  short  on  meats, 
particularly  in  all  the  warring  countries. 


NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade” 

Heavy  Shipments — Rumor  That  Half  The  Yearly  Tomato  Pack 
Has  Been  Sold  —  Corn  In  Strong  Position  —  Tomato  Prices 
Unchanged — Steady  Demand  For  Beans — No  Bargains  Obtain¬ 
able  In  Peas — Waiting  Grapefruit  Prices — Fruit  Quiet — 
Fish  Prices  Advance. 

New  York,  October  13,  1939. 

Record  shipments  —  Demands  were  shifted 
more  to  vegetables  in  the  canned  foods  market 
this  week,  and  this  activity  served  in  a  measure 
to  steady  the  tone  for  tomatoes,  and  further  strengthen 
the  late  pack  of  stringless  beans  and  all  descriptions 
of  corn.  The  movement  of  canned  foods  generally 
from  packers’  warehouses,  and  from  wholesale  stocks 
into  distribution,  is  heavy,  and  according  to  an  estimate 
by  the  American  Institute,  most  canners  made  record 
shipments  during  September  and  continued  to  move 
out  finished  goods  in  large  volume  during  the  first  week 
of  October. 

The  tri-State  tomato  situation  continues  to  command 
attention  here.  According  to  trade  authorities  about 
50  per  cent  of  the  Tri-State — Virginia  pack  or  better 
has  been  sold.  The  Indiana  showing  is  not  quite  so 
good.  Pressure  selling  this  week,  however,  is  absent, 
and  with  the  Mid-west  increasing  its  interest  in  Tri- 
State  offerings,  it  is  difficult  to  understand  quotations 
put  out  by  large  brokerage  interests  here  below  the 
low  Baltimore  basis  for  standard  2s. 

But  canned  foods  are  selling  very  well  at  retail  at 
this  time,  especially  in  the  farming  sections,  and  with 
employment  rising  steadily,  along  with  increased 
business  and  industrial  activity,  the  remaining  months 
of  1939  should  witness  further  heavy  purchases  of 
these  foods. 

CORN — The  Tri-State  and  Mid-west  is  expected  to 
'  supply  a  large  share  of  the  demands  likely  to  develop 

in  Atlantic  states  in  view  of  short  deliveries  of  Maine 
packers.  Further  market  strength  is  seen  in  the  1939 
production  figures  of  14,750,066  cases,  against  20,846,- 
i  000  in  1938,  and  24,323,000  cases  in  1937.  Whole  grain 

standard  evergreen  is  held  firmly  at  771/2  cents  for 
No.  2s  and  extra  standard  golden  bantam  at  85  cents, 
Maryland  factory.  Cream  style.  No.  2s  is  75  cents  for 
extra  standard  evergreen,  and  10s  at  $4.00  Peninsula. 

TOMATOES — The  tomato  pack  this  year  apparently 
has  been  completed  barring  late  fields  in  Pennsylvania 
and  New  York,  and  the  estimate  of  a  trade  authority 
here  in  advance  of  the  N.  C.  A.  statistics  places  the 
output  east  of  California  about  2,500,000  cases  less 
than  last  year.  The  same  source  says  there  is  no 
question  but  that  the  supply  is  less  than  consumption 
outlook.  Real  weakness  of  market  is  in  Indiana  and 
around  Baltimore,  where  the  packs  were  not  greatly 


changed  from  last  season.  Standards  for  prompt  ship¬ 
ment  are  quoted  at  621/2  cents  for  2s,  Baltimore,  and 
60  cents  at  Virginia  plant,  with  standard  Is  at  40 
cents,  2V^s  at  85  cents.  No.  3s  at  92i/^  cents  and  10s  at 
$2.75,  Peninsula. 

STRINGLESS  BEANS— Volume  obtained  to  date 
from  the  late  pack  is  called  negligible.  A  steady  de¬ 
mand  has  strengthened  the  tone  for  good  standard  cut 
green  beans  in  the  Tri-State  at  65  cents  for  2s  although 
some  business  was  reported  during  the  week  at  a  few 
cents  under  this  level.  Other  quarters  report  that  the 
low  prices  are  being  paid  for  over-matured  beans.  The 
10s  show  firmness  at  $3.00,  Baltimore. 

PEAS — New  York  brokers  report  inability  to  obtain 
concessions  on  standard  4-sieve  and  ungraded  Alaskas, 
that  offerings  from  the  Tri-State  are  light  and  unsold 
holdings  small.  The  going  price  at  Maryland  factories 
for  the  4-sieve  or  ungraded  standard  is  85  cents  for 
No.  2  sizes,  and  $4.75  for  10s.  The  market  also  reflects 
heavy  September  shipments  estimated  by  the  trade  at 
between  2,300,000  and  2,500,000  cases.  The  Pea  Co¬ 
operative  is  reported  to  have  modified  its  merchandis¬ 
ing  program  in  certain  respects. 

GRAPEFRUIT — Trade  interest  is  increasing  in  the 
coming  Florida  and  Texas  packs  although  the  leading 
juicers  have  not  yet  put  out  their  new  prices.  The  46-oz. 
container  is  expected  to  obtain  a  good  deal  of  trade 
attention  this  year,  attractive  prices  on  this  larger 
size  stimulating  a  wide  consumer  interest.  Some  of  the 
smaller  Texas  juicing  plants  are  understood  to  have 
placed  tentative  offers  on  the  market  of  No.  2s  at  50 
cents  and  521/0  cents,  but  these  have  been  withdrawn. 
No.  2  tins  of  hearts  are  offered  at  95  cents,  f.  o.  b. 
Tampa. 

PEACHES — Current  buying  is  not  active  but  prices 
are  held  firmly  by  two  leading  West  Coast  packers  who 
are  in  control  of  bulk  of  remaining  supplies.  Standard 
slices  at  distribution  points  are  scarce  and  continue  to 
command  a  premium  of  21/2  cents  to  5  cents  over  halves 
in  2l^  tins.  Prices  for  standard  peaches  are  generally 
expected  to  move  higher  in  a  short  while. 

CANNED  FISH — California  packers  put  out  an  open¬ 
ing  of  $1.00  per  dozen  on  oval  sardine  Is,  or  $4.00  per 
case,  f.  o.  b.  Coast,  confirming  expectations  of  a  higher 
market  on  this  popular  line.  One  of  the  large  Alaska 
Pacific  salmon  factors  who  had  been  withdrawn  re¬ 
entered  the  market  on  Icy  Point  salmon.  Their  new 
price  is  $1.65,  f.  0.  b.  Coast,  less  the  usual  5  cents 
allowance  for  advertising.  Tuna  prices  have  been  with¬ 
drawn  on  Japanese  lines,  last  packer  sales  to  jobbers 
at  $6.75  and  $6.85  per  case  for  halves.  Contrasting 
results  are  reported  on  domestic  tuna  from  the  West 
Coast.  Oregon  packers  state  a  larger  pack  will  be  had 
on  Albacore,  while  California  reports  the  Northern 
pack  disappointing. 
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CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  ‘'The  Canning  Trade” 

Canned  Foods  Buying  Heavy — Tomato  Prices  Defy  the  Law 
of  Supply  and  Demand — Peas  Comfortable — Fancy  Corn 
Strong — Buying  Beans — Spinach  Holds  Attention — Pumpkin 
Pack  Ending  and  Is  Short — Fruits  Show  More  Life. 

Chicago,  October  13,  1939. 

ENERAL  SITUATION — Consumer  demand  for 
canned  foods  from  retail  stores  is  reported 
running  heavy. 

Canners  generally  have  been  busy  shipping  and 
seem  content  to  ride  along  and  await  developments. 

Wholesalers  have  comfortable  stocks  now  and  are 
buying  only  what  might  be  termed  fill-in  articles. 

TOMATOES — Some  authorities  maintain  the  total 
pack  in  the  U.  S.  A.  this  year  will  run  more  than  21/2 
million  cases  less  than  1938  and  that  it  is  likely  to  be 
3  million.  This  refers  to  the  pack  east  of  the  Rocky 
Mountains.  The  supply  of  canned  tomatoes  will  not 
be  heavy  and  there  is  a  question  whether  there  will 
be  enough  to  balance  with  normal  consumption.  In 
the  face  of  these  facts,  one  would  think  the  market 
should  show  firmer  tendencies,  but  it  is  still  possible 
to  buy  in  Indiana : 

No.  2  Standards . $  .65  factory 

No.  2^/2  Standards . 85  factory 

No.  10  Standards .  2.75  factory 

with  some  shading  on  the  smaller  sizes. 

TOMATO  PRODUCTS — Tomato  juice  stocks  seem 
to  be  centered  largely  in  the  hands  of  those  canners 
who  are  in  a  position  to  hold  and  maintain  their  list. 
On  catsup,  some  buyers  report  difficulty  in  obtaining 
deliveries  on  earlier  contracts  at  low  prices.  Puree  is 
holding  well  with  No.  10  tins  at  around  $3.00,  factory. 
The  demand  for  No.  1  tin  puree  is  still  small. 

PEAS — The  heavy  shipment  during  the  past  month 
has  made  the  canner  feel  that  what  few  peas  he  has 
left  in  his  warehouse  will  be  needed  and  there  is  no 
necessity  of  cutting  prices  or  pushing  the  sale.  This 
applies  particularly  to  the  early  or  Alaska  variety, 
while  on  Sweets,  the  large  majority  of  holdings  are 
in  the  hands  of  advertised  firms. 

No.  2  tin  standard  No.  4  sieve  Alaskas  have  been 
sold  at  85  cents  Wisconsin  factory,  during  the  past 
week. 

No.  1  tin  and  No.  10  tin  peas  are  in  light  supply 
and  occupy  a  firm  position. 

CORN — A  slight  easiness  has  been  noted  in  No.  2 
tin  cream  style  white  with  671/2  cents,  factory,  quoted 
in  Ohio.  Other  canners  in  Indiana,  Illinois,  Iowa  and 
Wisconsin  are  holding  at  70  cents  and  up. 

Fancy  whole  kernel  is  strong.  No.  10  tin  corn  of 
all  grades  and  varieties  has  not  been  in  heavy  demand, 
but  offerings  are  light.  No.  1  tin  com  has  not  been 
selling  and  some  seem  to  think  that  is  strange  because 
No.  1  tin  peas  have  moved  most  readily. 

GREEN  AND  WAX  BEANS— Steady  buying  has 
ruled.  No.  2  standard  cut  green  beans  are  available 
at  70  cents  Wisconsin.  Other  grades  both  in  cut  as 
well  as  whole  are  in  good  position  and  holding  nicely. 


SAUERKRAUT — 95  cents  to  $1.00  seems  to  be  the 
prevailing  market  on  No.  21/2  tin  fancy  kraut  and 
apparently  there  is  every  justification  for  that  price 
with  cabbage  selling  at  $20.00  per  ton  due  to  poor  crop 
and  extreme  light  yields. 

SPINACH — Here  is  an  item  that  has  “gone  places 
and  done  things.”  Chicago  buyers  have  been  trying 
their  best  to  obtain  low-priced  lots  out  of  Missouri  and 
Arkansas,  but  to  no  avail.  Canners  in  those  two  States 
are  completely  sold  up  and  any  new  packing  this  Fall 
will  be  around  December  and  then  only  if  favorable 
conditions  rule. 

PUMPKIN — The  pack  is  winding  up  in  Indiana. 
Two  or  three  of  the  larger  canners  in  the  Hoosier 
State  will  have  difficulty  in  filling  their  future  com¬ 
mitments.  The  market  is  firm.  Prevailing  prices  are : 
No.  2  tin  Fancy  Pumpkin.. ..$  .65  factory 
No.  21/2  tin  Fancy  Pumpkin  .75  to  .80  factory 
No.  10  tin  Fancy  Pumpkin  2.75  to  3.00  factory 
PACIFIC  COAST  FRUITS— Yellow  cling  peaches 
have  shown  more  life  this  week  with  attempts  by  the 
trade  to  better  prevailing  lists.  Apricots  are  strongly 
held  and  the  line  is  more  or  less  depleted.  Pineapple 
is  moving  in  a  large  way  and  pineapple  juice  gaining 
in  consumer  acceptance.  Pears  promise  to  be  very 
closely  cleaned  up  before  the  year  is  over.  No.  21/2 
choice  are  held  at  $1.80  with  No.  21/2  fancy  at  $1.95 
to  $2.00. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— Buy¬ 
ing  has  been  limited  during  the  past  week  due  largely 
to  the  limited  offerings  out  of  both  Florida  and  Texas. 
It  looks  as  if  canners  in  the  Rio  Grande  Valley  district 
will  open  up  at  approximately: 

No.  2  tin  Fancy  Grapefruit  Juice,  Unswt . $  .55 

46  oz.  tin  Fancy  Grapefruit  Juice,  Unswt .  1.20 

NATIONAL  CHAIN  STORE  CONVENTION— For 
the  first  three  days  this  week,  the  chains  held  their 
annual  meeting  at  the  Drake  Hotel  in  Chicago.  Judging 
from  the  good  feeling  that  ruled,  it  was  a  success. 

NATIONAL  RETAIL  GROCERS  WEEK— Support 
your  independent  retail  grocer.  A  nation-wide  move¬ 
ment  to  call  attention  to  your  neighbor  groceryman, 
will  be  on  from  October  16  through  to  the  21st.  News¬ 
papers  in  over  1,200  cities  will  cooperate  in  this  move¬ 
ment.  There  will  be  upwards  of  70  radio  programs 
publicizing  the  event,  many  of  them  on  Coast  to  Coast 
hook-up. 

Every  canner  should  support  this  worthy  movement 
and  should  get  right  behind  it. 

A.  &  P.  CASE — Again  is  it  urged  that  every  canner 
obtain  the  decision  of  the  U.  S.  Circuit  Court  of 
Appeals  or  a  resume  of  same. 

Under  this  decision,  brokerage  cannot  be  legally 
passed  on  to  buyers  by  sellers.  In  other  words,  any 
savings  resulting  from  a  direct  deal  is  not  a  saving  to 
which  the  buyer  is  entitled.  That  was  clearly  and 
definitely  outlined  in  the  decision. 

KNOW  YOUR  BROKER — To  insure  healthier  mar¬ 
ket  conditions,  sell  your  goods  through  an  independent 
food  broker,  preferably  one  who  is  a  member  of  the 
National  Food  Brokers  Association. 

The  initial  war  boom  in  prices  seems  to  have  passed 
its  peak  for  the  time  being  and  now  replenishing  of 
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inventories  makes  for  a  more  sound  situation.  The 
independent  food  broker,  working  closely  with  his  can- 
ner,  has  again  proved  his  worth  by  keeping  his  canner 
as  well  as  his  customer,  daily  posted  as  to  the  rapid 
changing  of  prices.  The  independent  food  broker  is 
flexible. 


CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  "The  Canning  Trade” 

Market  Active  and  All  Hands  Busy — The  Brightest  in  Years — 
Peach  Statistics  Wait  on  Checking — Some  Small  Canners  Ask¬ 
ing  Higher  Prices  Than  the  Big  Ones — Offerings  Small  on 
Pears — The  Prices — Heavy  Buying  of  Fruits  for  Salad  and 
Cocktail — Good  Tomato  Weather — Good  Business  on 
Tomatoes  at  Top  Prices. 

San  Francisco,  Calif.,  October  13,  1939. 

Active — The  California  canning  industry  con¬ 
tinues  to  be  marked  by  activity  in  all  depart¬ 
ments.  Operators  are  in  full  swing  on  such 
items  as  tomatoes,  pears  and  sardines,  sales  are 
keeping  up  well  and  shipments  are  going  forward  as 
fast  as  facilities  permit.  Certainly  the  picture  is  the 
brightest  in  years.  New  price  lists  continue  to  make 
an  appearance,  former  ones  are  revised  and  frequent 
withdrawals  are  in  order  as  items  are  sold  out.  Here 
and  there  a  canner  is  compelled  to  pro-rate  orders,  but 
this  is  by  no  means  general,  as  the  major  packs  were 
completed  before  the  heavy  run  of  business  started. 

PEACHES — It  had  been  expected  that  tentative 
peach  pack  figures  would  have  been  released  by  this 
time,  but  some  members  of  the  industry  suggested  that 
it  would  be  well  to  wait  for  the  official  audit  of  the 
pack  and  do  away  with  all  need  for  revision.  Since 
this  means  that  the  records  of  each  individual  will 
have  to  be  examined  it  will  be  late  in  the  year  before 
the  statistics  are  available.  Peaches  continue  to  make 
a  good  showing  for  themselves  in  sales  and  there  have 
been  some  price  revisions  during  the  week.  An  inter¬ 
esting  feature  is  that  some  of  the  comparatively  small 
operators  are  asking  more  for  some  items  than  the 
large  packers.  One  of  the  largest  operators  has 
advanced  No.  2V2  standard  clings  to  $1.25  for  halves 
and  $1.27  V->  for  sliced,  and  No.  10  sliced  to  $4.25. 
Right  through  the  list,  sliced  peaches  command  a  better 
price  than  halves. 

PEARS — The  story  on  pears  is  about  the  same  as 
that  on  peaches,  with  the  exception  that  offerings  are 
smaller  in  proportion  and  that  sliced  is  selling  at  a 
lower  price  than  halves.  Pears  ran  to  small  sizes  this 
season  and  strictly  high  quality  is  at  a  premium.  The 
demand  is  such,  and  stocks  of  some  items  are  getting 
so  low  that  many  offerings  are  strictly  subject  to 
confirmation. 

The  California  Packing  Corporation  has  revised  its 
canned  pear  list  covering  both  featured  brands  and 
goods  for  buyers’  labels.  The  new  list  includes  both 


halves  and  sliced,  and  is  as  follows:  Del  Monte  and 
featured  brands,  halves.  No.  2^/2,  $1.95;  No.  2  tall, 
$1.45;  No.  1  tall,  $1.20;  buffet,  7214  cents,  and  No.  10, 
$6.45.  These  brands  in  sliced  are.  No.  214,  $1.90; 
No.  1  tall,  $1.1714 ;  buffet,  70  cents,  and  No.  10,  $6.20. 
The  regular  pack  is  quoted  as  follows:  Choice,  No. 
214,  $1.85;  No.  2  tall,  $1.40;  No.  1  tall,  $1.15;  buffet, 
70  cents,  and  No.  10  $6.25.  Standard  No.  214,  $1.75; 
No.  2  tall,  $1.25;  No.  1  tall,  $1.10,  and  No.  10,  $5.75. 
No.  214  second  is  quoted  at  $1.55. 

SALAD — There  has  been  a  heavy  run  on  fruits-for- 
salad  and  fruit  cocktail  and  some  minimum  prices  have 
been  advanced.  Considerable  late  repacking  may  be  in 
order  to  care  for  all  the  business  offered  on  these  items. 
Fancy  No.  214’s  in  fruits-for-salad  are  no  longer  to  be 
had  for  less  than  $2.30,  with  most  sales  at  a  higher 
price. 

TOMATOES — Warm  weather  has  followed  recent 
showers  and  tomatoes  are  ripening  in  splendid  fashion, 
warm  nights  aiding  in  bringing  out  good  color.  Con¬ 
siderable  damage  was  done  by  the  September  hot  spell 
and  there  is  an  active  demand  for  stock  suitable  for 
solid  pack.  Canners  are  purchasing  some  tomatoes  in¬ 
tended  for  the  fresh  market.  A  good  business  con¬ 
tinues  to  be  done  with  little  at  the  minimum  quotations. 
All  quotations  on  No.  2^4  standards  at  less  than 
$1.0214  seem  to  have  been  withdrawn  and  $1.35  is  the 
general  price  for  solid  pack  in  this  size. 

SARDINES — Tentative  opening  prices  on  No.  1 
oval  Del  Monte  brand  sardines  have  been  brought  out 
by  the  California  Packing  Corporation  at  $1.00  a 
dozen.  The  fish  is  available  packed  in  tomato  sauce, 
mustard  sauce  and  natural,  and  is  to  be  had  in  cases  of 
two  dozen  and  four  dozen  cans. 

APRICOTS — The  Santa  Clara  County  Apricot 
Growers  Union,  which  carried  on  an  active  campaign 
last  summer  for  higher  apricot  prices,  has  reorganized 
and  elected  officers,  as  follows :  President,  Dick  Saitta, 
Berryessa;  Secretary,  Miss  Naomi,  Berryessa,  and 
Treasurer,  Harry  Boogaert,  Evergreen.  Work  has 
already  been  launched  on  lining  up  additional  acreage 
for  1940. 
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No  canning  of  oysters  will  take  place  as  long  as 
oysters  are  poor,  because  the  loss  by  cooking  is  very 
great,  and  unless  oysters  will  yield  over  15  cans  of 
5  ounce  to  the  barrel,  it  is  not  profitable  to  can  them. 
It  is  doubtful  if  oysters  in  their  present  condition  will 
yield  over  ten-5  ounce  cans  to  the  barrel. 

Oysters  in  the  shell  being  heavy  and  bulky  require  a 
lot  of  labor  to  handle  them  and  even  when  oysters  are 
fat,  the  yield  of  cooked  oyster  meat  is  only  about  3  per 
cent  of  the  gross  weight  of  the  oyster  in  the  shell.  In 
other  words,  there  is  a  loss  in  weight  of  about  97  per 
cent,  due  to  the  heavy  shells  and  the  shrinkage  of  the 
oyster  after  cooking. 

The  stock  of  spot  oysters  is  pretty  well  cleaned  up 
and  it  is  understood  that  sales  have  been  made  at  $1.10 
per  dozen  for  5  ounce  f.  o.  b.  factory. 


GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade” 

Ideal  Shrimping  Weather  Permits  Full  Work  in  Canneries — 
The  Life-Cycle  of  the  Shrimp — Demand  Good,  Prices  Rising — 
Summer  Weather  Gives  Oysters  a  Holiday — The  Amount  of 
Oysters  Required  for  a  5  oz.  Can — ^The  Prices. 

SHRIMP — The  shrimp  canneries  in  this  section  have 
put  in  a  good  week,  and  the  indications  are  that 
they  will  also  put  in  a  good  one  next  week,  because 
we  are  having  fair  Summer  weather,  which  is  ideal  for 
shrimp  production. 

We  had  a  couple  of  days  of  north  wind  last  week, 
which  mixed  up  the  shrimp  in  the  bay  with  small  ones, 
but  the  southeast  wind  has  since  driven  back  the  small 
shrimp  up  the  river  and  the  shrimp  in  the  bay  are  of 
fair  size  again. 

The  shrimp  is  a  salt  water  crustacean,  yet  it  spawns 
up  the  rivers,  where  the  water  is  considerably  fresher 
than  that  in  the  bay.  As  the  shrimp  get  larger,  they 
hunt  saltier  water,  until  they  get  full  grown  and  then 
they  go  into  the  Gulf  or  Ocean,  where  there  is  nothing 
but  salt  water.  At  this  time  of  the  year,  the  closer  the 
fishermen  work  to  the  Gulf,  the  larger  the  shrimp  they 
get. 

The  demand  for  raw  headless  shrimp  is  light  and  not 
much  movement  of  them  is  taking  place  from  this 
section. 

Canned  shrimp  are  in  good  demand  and  the  price  is 
$1.10  per  dozen  for  No.  1  small;  $1.15  for  No.  1 
medium  and  $1.20  for  No.  1  large,  f.  o.  b.  factory,  with 
some  quoting  a  higher  price. 

OYSTERS — It  is  good  old  Summer  time  in  Dixie 
land  and  no  one  wants  oysters,  therefore,  the  bivalves 
are  going  a-begging.  How  long  they  will  beg,  is  hard 
to  say,  but  it  looks  like  they  are  in  for  a  mild  Winter 
and  most  likely  this  Indian  Summer  weather  will  be 
with  us  the  greater  part  of  the  Fall. 

With  the  hot  weather  comes  southeast  winds,  which 
cause  high  tides  in  the  bay  and  poor  oysters.  Oysters 
need  a  certain  amount  of  fresh  cool  water  to  fatten 
them,  therefore,  as  long  as  the  water  in  the  bay  is  hot 
and  salty,  there  is  not  much  chance  of  oysters  getting 
fat,  and  poor  oysters  are  another  thing  that  is  hurting 
their  sale. 


AIR  CONDITIONING  CONFERENCE.  NOVEMBER  10-11 

Air  conditioning  in  relation  to  health,  the  most  practical 
methods  of  operating  and  servicing  air  conditioning  systems,  and 
interesting  applications  of  air  conditioning  in  industry  will  be 
featured  at  the  Eastern  Air  Conditioning  Conference  at  Lehigh 
University,  Bethlehem,  Pa.,  November  10-11,  1939. 

Leading  authorities  are  scheduled  to  speak  at  this  two-day 
meeting  which  is  sponsored  by  The  American  Society  of 
Refrigerating  Engineers,  the  Philadelphia  chapter  of  the 
A.S.H.V.E.  and  the  A.C.M.A.  Among  the  air  conditioning 
authorities  who  are  outstanding  as  speakers  is  Dr.  Philip 
Drinker  of  the  Harvard  School  of  Public  Health,  who  will  talk 
on  “Air  in  War”  at  the  banquet  get-together  scheduled  at  the 
Hotel  Bethlehem  for  Friday  evening,  November  10.  At  this 
social  event,  which  has  been  arranged  by  the  Philadelphia  chap¬ 
ters  of  the  A.S.R.E.  and  the  A.S.H.V.E.,  Col.  Crosby  Field,  past 
president  of  the  A.S.R.E.,  will  preside. 

The  conference  will  include  morning  and  afternoon  sessions 
on  Friday,  November  10,  the  banquet  that  evening,  and  a  final 
session  on  Saturday  morning,  November  11. 

F.  P.  LOCCIE  PIONEER  CANADIAN  CANNER  DEAD 

F.  P.  Loggie,  one  of  the  founders  of  the  A  &  R  Loggie 
Company,  Ltd.,  canners  of  Loggieville,  New  Brunswick,  died 
recently  in  a  Montreal  hospital.  Mr.  Loggie  was  Vice-President 
and  Secretary-Treasurer  of  the  company. 

CANCO’S  MR.  STURDY  SPEAKS 

October  16, — Wilmington,  Del., Hercules  Men’s  Club. 

October  16^ — Philadelphia,  Pa.,  Retail  Meat  Dealers’  Association. 
October  17 — Williamsport,  Pa.,  High  School  Home  Economics 
Class. 

October  17 — Williamsport,  Pa.,  Williamsport  Wholesale  Grocey 
Company. 

October  18 — Kingston,  New  York,  Fairlawn  Stores  (Everett  & 
Treadwell  Co.) 

October  19 — East  Orange,  N.  J.,  Kiwanis  Club. 
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DISTRIBUTORS  ACTIVITY 

By  Observer 


WHOLESALERS  URGED  TO  READ  N.C.A.  DATA 

ATIONAL  -  AMERICAN  Wholesale  Grocers’ 
Association,  in  forwarding  a  copy  of  the 
National  Canners  Association  memorandum 
reviewing  developments  of  the  World  War  period, 
1914-1918,  urged  its  members  to  study  this  history 
“This  treatise  is  of  particular  interest  to  wholesale  gro¬ 
cers,”  says  M.  L.  Toulme,  Secretary.  “While  history 
does  not  always  repeat  itself,  nevertheless  this  detailed 
story  of  what  happened  ‘the  last  time’  should  prove 
most  informative  and  helpful  to  wholesale  grocers.” 

STAMP  PLAN  IN  PENNSYLVANIA 

OVERNOR  ARTHUR  H.  JAMES,  announces 
that  the  Federal  Stamp  Plan  for  distribution  of 
surplus  commodities  will  be  tried  in  the  cities  of 
Bethlehem  and  Allentown,  Pa.,  in  conjunction  with 
Pennsylvania’s  relief  program,  as  soon  as  plans  for  the 
set-up  are  completed.  The  present  system  in  Pennsyl¬ 
vania  makes  surplus  food  available  at  relief  centers. 
It  is  packaged  for  distribution  by  WPA,  then  sent  to 
state  departments  which  dispense  relief. 


CHAIN  STORE  GROUPS  APPEAL  TAX 

EORGIA  SUPREME  COURT  has  taken  under 
advisement  the  appeal  of  several  groups  of  chain 
stores  seeking  to  enjoin  the  city  of  Columbus, 
Georgia,  from  enforcing  an  ordinance  levying  special 
taxes  on  chain  organizations  operating  in  the  state. 
The  ordinance  calls  for  a  levy  at  the  rate  of  $1,200  per 
store  on  chains  having  more  than  400  units. 

FOOD  STANDARDS  COMMITTEE  TO  MEET  IN  WASHINGTON, 
NOVEMBER  8TH 

The  Food  Standards  Committee  will  meet  in  Washington, 
D.  C.,  beginning  November  8,  1939,  in  the  offices  of  the  Food 
and  Drug  Administration,  to  consider  definitions  and  standards 
of  identity  under  the  Federal  Food,  Drug  and  Cosmetic  Act 
for  the  following  products:  Ice  cream,  grape  juice,  orange  juice, 
concentrated  orange  juice,  grapefruit  juice,  macaroni,  noodles. 

Factual  and  other  pertinent  information  on  these  food  prod¬ 
ucts  will  be  considered  by  the  committee.  For  the  purpose  of 
conserving  time  it  is  desirable  that  all  such  information  so  far 
as  practicable  be  submitted  in  writing,  addressed  to  the  Secre¬ 
tary,  Food  Standards  Committee,  Food  and  Drug  Administra¬ 
tion,  U.  S.  Department  of  Agriculture,  Washington,  D.  C. 
In  addition  to  consideration  of  written  communications  the 
committee  within  the  limits  of  time  at  its  disposal  will  hear 
interested  parties  who  wish  to  present  information  about  these 
products.  All  appearances  should  be  arranged  for  in  advance 
of  the  meeting  by  appointment  with  the  Secretary  of  the  Com¬ 
mittee.  This  open  meeting  of  the  Food  Standards  Committee 
is  in  no  sense  the  public  hearing  required  by  the  Food,  Drug 
and  Cosmetic  Act,  and  for  which  formal  notices  are  issued  by 
the  Secretary  of  Agriculture;  but  is  for  the  purpose  of  infor¬ 
mally  acquiring  information  concerning  those  features  which 
should  be  embodied  in  proposals  for  discussion  at  the  public 
hearing  to  be  held  on  some  future  date. 
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CALIFORNIA  SALES  TAX  AMENDMENTS 

EVERAL  important  amendments  to  California’s 
Retail  Sales  and  Use  Tax  Acts  are  now  in  effect, 
announces  G.  R.  Reilly,  member  of  the  State  Board 
of  Equalization,  First  District.  Perhaps  the  most  im¬ 
portant  single  amendment  is  the  one  which  requires  all 
sellers  of  tangible  personal  property,  including  whole¬ 
salers,  to  obtain  sellers’  permits.  Farmers  are  ex¬ 
empted.  This  amendment  gives  the  State  Board  oppor¬ 
tunity  to  determine  if  sales  are  wholesale  or  not,  and 
if  resale  certificates  filed  with  the  Board  are  equally 
applicable.  Other  amendments  have  to  do  with  ex¬ 
tension  of  sales  taxes  to  caterers  and  for  payment  by 
the  State  of  interest  on  refunds  of  overpayments. 


TRADE  PRACTICE  RULES  FOR 
SARDINE  INDUSTRY 

EDERAL  TRADE  COMMISSION  has  issued  a  set 
of  proposed  trade  practice  rules  for  the  sardine  in¬ 
dustry  which  it  says  has  a  total  annual  production 
in  this  country  of  3,000,000  cases  valued  at  $9,500,000. 
The  new  rules  are  issued  pursuant  to  a  conference  held 
in  San  Francisco  on  July  21,  1939.  Members  of  the 
industry  and  others  will  be  accorded  an  opportunity 
to  present  their  views,  oral  and  in  writing,  at  a  hearing 
to  be  held  October  23,  in  the  Federal  Trade  Commis¬ 
sion  Building,  Washington,  D.  C. 


Books  You 

Need  To  Round  Out 

Y our  Business  Library 

A  COMPLETE  COURSE  IN  CANNING— The  industry’s 
Cook  Book.  Completely  revised  1936.  The  Sixth  Edition. 
360  pages  of  proven  procedure  and  formulae  -  used 
throughout  the  industry  for  correct  times,  temperature 
and  right  procedure.  Price  $10.00. 

THE  ALMANAC  OF  THE  CANNING  INDUSTRY— The 

annual  compendium  of  the  industry’s  important  reference 
data,  food  laws,  pack  statistics,  prices,  grade  specifica¬ 
tions,  cut-out  weights,  label  requiremets'and  other  neces¬ 
sary  references.  Price  $1.00. 

THE  CANNING  CLAN — Earl  Chapin  May  presents  a  vi¬ 
vid  interpretion  of  the  canning  industry’s  history,  reveal¬ 
ing  achievements  of  the  many  pioneers  whose  triumphs 
over  innumerable  difficulties  are  responsible  for  our 
great  American  Canning  Industry.  487  pages.  Price  $3.00. 

APPERTIZING  or  the  Art  of  Canning— A.  W.  Sitting’s 
exhaustive  treatise  covering  the  entire  field  of  canning, 
brings  together  a  vast  amount  of  reference  material  on 
food  manufacture  for  the  information  of  factory  owners, 
managers,  superintendents  and  students  of  the  art. 

857  pages.  Price  $7.00 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B,  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


ASPARAGUS 


White  ColoBsal,  No.  2^ . 

Large,  No.  2^........... . 

Medium,  No.  2^ . 

Green  Mam.,  No.  2  ra  cans.... 

Medium,  No.  1  tall . . 

Large,  No.  2 . . 

Tips,  White,  Mam.  No.  1  sq... 

Smali,  No.  1  sq . . 

Green  Mam.,  No.  1  sq . 

Smali,  No.  1  sq . . 

Green  Tips,  60/80,  2s.. 


Eastern 
Low  High 


2.00 


Green  Tips,  40/60,  28................  2.30 


2.10 

2.60 


Green  Cuts  and  Tips,  28............ 

Green  Cuts  and  Tips,  10s _ _ 

Green  Cuts,  28 . . 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

No.  10  . . 

Ex.  Std.  Cut  Green.  No.  2..»..> 

No.  10  . . 

Std.  Cut  Green.  No.  2 . - 

No.  10  . . 

Fancy  Whole  Green,  No.  2 . 

No.  10  . . 

Ex.  Std.  Whole  Green,  No.  2..„ 

No.  10  . 

Fancy  Cut  Wax,  No.  2..^......^ 

No.  10  . . 

Ex.  Std.  Cut  Wax,  No.  2......... 

No.  10  . 

Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Fancy  Whole  Wax,  No.  2 . 

No.  10  . . . . . . 

Ex.  Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Std.  Whole  Wax.  No.  2 . 

No.  10  . ^ 

Red  Kidney.  Std.,  No.  2 _ 

No.  10  . . . 

LIMA  BEANS 


No.  2  Tiny  Green . 

No.  10  . . 

No.  2  Fancy  Small  Green- 

No.  2  Medium  Green . 

No.  10  . . . 

No.  2  Green  &  White. . 

No.  10  . . 

No.  2  FVesh  White................. 

Na  2  Soaii^ . 


1.65 

7.60 

1.00 


.90 

4.50 
.70 

3.50 
.65 

3.00 


.95 

4.75 


.75 

3.75 

.70 

3.50 


.77>/2 

3.50 


1.30 

7.25 

1.26 
1.20 
6.00 

.80 

4.25 

.70 

3.80 

.6214 


BEETS 

Whole.  No.  2 _ 

No.  2%  - 

No.  10  . . 

Std.  Cut,  No.  2 . 

No.  2%  . 

No.  10  — . 

Fancy  Cut,  No.  2.... 

No.  2V4 _ 

No.  10  — . 

Std.  Sliced,  No.  2... 

No.  2%  — . 

No.  10  - 

Fancy  Sliced,  No.  2 
No.  10  - 

CARROTS 


StA  .qilMHi,  Nn  8  . 

_  .80 

No.  10  . . . 

.  3  7.5 

. 90 

No,  JO  / . 

. — ..  3.50 

4.00 

PEAS  AND  CARROTS 

Std.  No.  2 . 

.  70 

.80 

1.10 

Fancy  No.  2.——. _ 

_ .90 

Central 
Low  High 


2.50  2.60 

£40  Oo 


West  Coast 
Low  High 


2.50 

2.50 

2.60 

2.40 


2.60 

2.G5 

2.60 

2.50 


2.10 

2.30 

1.66 

7.60 


2.16 

2.36 

1.76 


2.36 

2.60 

2.16 

2.25 

2.10 


2.45 

2.60 

2.26 

2.40 

2.16 


.00 

1.10 

1.00 

1.10 

.00 

4.76 

5.00 

.72% 

.76 

.85 

.85 

1.00 

3.50 

3.75 

.70 

.70 

.75 

.75 

.80 

.25 

3.00 

3.35 

3.25 

3.75 

.40 

1.50 

1.00 

1.35 

.00 

5.00 

5.50 

4.85 

6.50 

.10 

1.20 

1.20 

.75 

6.00 

6.25 

.95 

.95 

.50 

5.50 

.80 

.80 

.76 

3.75 

4.50 

.75 

.75 

3.60 

.20 

1.05 

1.20 

.00 

4.76 

6.00 

1.00 

1.15 

.70 

.75 

3.25 

3.50 

1.36 

1.50 

1.50 

.60 

.26 

1.20 

.20 

1.10 

1.30 

1.25 

1.25 

.00 

.85 

.90 

.90 

.90 

.80 

.72% 

.80 

.90 

.95 

CANNED  VEGETABLES— Continued 


EUkstern 
Low  High 


CORN — Wholegrain 
Yellow,  Fancy  No.  2..........-.„ 

No.  10  _ 

Ex.  Std.  No.  2 . . 

No.  10  _ 

Std.  No.  2 _ 

No.  10  . . 

White,  Ex.  Std.  No.  2 _ 

No.  10  _ 

Std.  No.  2 _ _ 

Na  10  _ 

Shoepeg,  Fancy  No.  2..™ _ _ 

Na  10  _ 

Ex.  Std.  No.  2..— _ _ 

No.  10  _ 

Std.  Na  2 _ 


1.10 

5.00 


5.00 


•77% 


CORN — Creamstyle 
Yellow,  Fancy  No.  2....„ 

No.  10  . . 

Ex.  Std.  No.  2 . 

Na  10  _ 

Std.  No.  2 . 

No.  10  . 

tVhite,  Fancy  No.  2 . 

No.  10  . 

Eht.  Std.  No.  2 _ 

No.  10  . 

Std.  No.  2 . 

No.  10  . . 


1.00 
4.76 
.85 
4.50 
.70 
4.00 
.75 

4.50 
.72%  . 

4.00  4.50 

1.00 

6.50 
.90 

5.26 
.82% 


1.00 

4.15 

.85 

4.00 

.70 

3.76 

.90 

4.50 

.75 

4.00 

.70 

3.75 


6.00 


5.50 

.85 


HOMINY 

Std.  Split,  No.  1,  Tall _ 

No.  2%  _ _ 

No.  10 . . . Z'. 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

No.  10  _ ""  "■ 

Std.,  No.  2 _ 

No.  10  . . . "" 

PEAS 

No.  2  Fancy  Sweets,  2s . 

No.  2  Fancy  Sweets,  3a . 

No.  2  Fancy  Sweets,  48........... 

No.  2  Fancy  Sweets,  68 . 

No.  2  Ex.  Std.  Sweets,  28......... 

No.  2  Ex.  Std.  Sweets,  3s . 

No.  2  Ex.  Std.  Sweets,  4s . 

No.  2  Ex.  Std.  Sweets,  68........ 

No.  2  Std.  Sweets,  28 . . 

No.  2  Std.  Sweets,  3s . 

No.  2  Std.  Sweets,  48............... 

No.  2  Std.  Sweets,  68 . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweets,  8s . 

No.  10  Std.  Sweets,  48........—. 

No.  10  Std.  Sweets,  68............. 

No.  2  Fey.  Alaska,  Is . . 

No.  2  Fey.  Alaska,  2s . . 

No.  2  Fey.  Alaskas,  Ss..— ...... 

No.  2  Ex.  Std.  Alaskas,  Is..... 

No.  2  Ehc.  Std.  Alaskas,  28--. 
No.  2  Ex.  Std.  Alaskas,  Ss..... 

No.  2  Ex.  Std.  Alaskas,  4b..... 

No.  2  Ex.  Std.  Alaskas,  68 . 

No.  10  Ex.  Std.  Alaskas,  Is.— 
No.  10  Ex.  Std.  Alaskas,  2s..-. 
No.  10  Ex.  Std.  Alaskas,  Ss... 

No.  2  Std.  Alaskas,  23 . . 

No.  2  Std.  Alaskas,  Ss . . 

No.  2  Std.  Alaskas,  4s . 

No.  2  Std.  Alaskas,  68 . — 

No.  10  Std.  Alaskas,  Is.....-.—. 
No.  10  Std.  Alaskas,  28——. 
No.  10  Std.  Alaskas,  Ss . 


.80 

4.25 
.55 

3.25 


.85 

4.25 

.65 

4.00 


1.10 

1.00 


1.15 

1.05 


.95 

.90 

.85 


1.05. 

iTii) 

1.00 

.95 

.90 


1.45 

1.15 

1.00 

.95 


1.00 

.85 


.82%  .85 

.82  Mi  .85 


5.50 

5.00 


.75 

1.10 

.85 

1.35 

. 

1.05 

-82% 

.90 

1.20 

.90 

1.60 

.55 

3.25 

4.00 

3.25 

6.00 

lOn  . . 

2.75 

.65 

.70 

.55 

.65 

62% 

.95 

.75 

2.65 

2.90 

.65 

2.75 

.70 

3.00 

.72% 

PUMPKIN 

3.00 

No.  2%  . . 

.90 

.76 

.90 

No.  S  . - . - 

.90 

3.75 

1.10 

3.35 

.90 

3.60 

No.  10  . . . 

2.90 

3.76 

.86 

.75 

3.00 

.75 

3.25 

.96 

SAUER  KRAUT 

.75 

No.  2%  _ 

_ 

1.00 

5.50 

5.00 

4.75 


Na  8  . 
No.  10 


1.00 

3.46 


.70  . 

2.75  3.00 


.70 


SPINACH 

No.  2  . 

No.  2%  _ 

No.  10  . . 


. 80  .95 

_  1.00  1.15 

_  3.25  4.20 


SUCCOTASH 

Std.  No.  2.  Gr.  Com,  Dr.  Limas.  .80  .85 
Std.  No.  2,  Gr.  Cora,  Fr.  Limas.  .85  1.05 
Triple.  No.  2 _  .97%  _ 


Central 
Low  High 


.90  1.10 

4.60  5.25 

.77%  .87% 
4.50  5.00 


.70 

4.50 


4.25 

.90 

6.00 


.95 

5.00 


.80 

.95 

4.50 

3.76 

4.75 

.75 

.80 

3.60 

4.00 

.70 

.75 

3.40 

3.50 

.90 

3.76 

4.75 

.80 

.76 

.80 

3.70 

4.50 

.76 

.70 

.76 

3.50 

4.25 

.85 

.70 

2.76 

2.00 

2.35 

1.40  1.50 


West  Coast 
Low  High 


1.30 

1.40 

1.30 

1.40 

1.20 

1.30 

1.20 

1.30 

1.10 

1.20 

1.10 

1.20 

1.20 

1.25 

1.20 

1.25 

1.00 

1.20 

1.00 

1.20 

1.00 

1.00 

1.05 

.95 

.95 

1.10 

.97%  1.00 

.90 

.95 

1.15 

1.20 

.85 

.82% 

1.00 

.85 

.80 

.95 

6.00 

6.76 

5.00 

5.25 

5.00 

5.25 

4.50 

4.75 

4.50 

5.00 

4.25 

4.75 

4.50 

4.75 

1.45 

1.50 

1.40 

1.45 

1.35 

1.45 

1.30 

1.40 

1.30 

1.40 

1.15 

1.20 

1.10 

1.15 

1.20 

1.30 

1.00 

1.10 

1.10 

1.20 

.95 

1.00 

.95 

1.10 

1.05 

1.10 

6.00 

6.26 

5.50 

5.50 

5.00 

5.50 

.90 

1.00 

1.00 

1.10 

.90 

.90 

.95 

.85 

.85 

.95 

.85 

.85 

.95 

5.00 

5.26 

4.50 

4.75 

5.00 

4.50 

4.75 

4.25 

4.75 

.95 

1.00 

.60 

.60 

.60 

.65 

2.50 

.65 

.62% 

.65 

.65 

.72% 

.75 

.80 

.80 

.92  Vi 

2.75 

3.00 

2.40 

2.50 

.75 

.80 

.75 

.90 

1.00 

.95 

1.00 

3.10 

3.30 

3.10 

3.30 

.85 

1.10 

1.10 

1.35 

3.60 

4.35 
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SWEET  POTATOES 

Key.,  No.  2,  Dry  Pack . 

No.  2>^  . 

No.  3  . . 

No.  10  . 

Fey.,  No.  2  Syrup  Pack . 

No.  2Vi  . 

No.  3  . . 

No.  10  . - 

TOMATOES 

Fancy,  No.  2 . 

No.  2%  . 

No.  3  . 

No.  10  . 

Ex.  St«i.,  No.  1 . 

No.  2  . 

No.  2V2  . . . 

No.  3  . 

No.  10  . - . 

Std.,  No.  1 . . 

No.  2  . 

No.  2  Vi  . 

No.  3  . . . 

No.  10  . 

TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04. 

No.  10  . 

Std.,  No.  1,  Trim  1.036 . 

No.  10  . 

TOMATO  JUICE 

No.  1  . 

No.  303 . 

No.  2,  tall . 

No.  10  . 

TURNIP  GREENS 

No.  2  . 

No.  2Vi  . 

No.  10  . 


Eastern 

Central 

West  Coast 

Low  High 

Low  High 

Low  High 

.70 

.80 

.  1.20 

.86 

.  1.60 

2.75 

3.00 

.75 

.76 

.90 

1.00 

3.35 

3.50 

Solid  Pack 

.86 

1.00 

1.06 

1.10 

1.00  1.05 

1.10 

1.35 

1.25 

1.35 

1.35  . 

3.50 

4.25 

4.60 

4.25  4.35 

.60 

.45 

.47Vi 

.76  . 

.70 

.76 

.76 

.85 

1.00 

1.06 

1.00 

1.10 

.97Vi  . 

3.25 

3.25 

3.60 

3.10  . 

With  puree 

.42  Vi 

.47  V2 

•42% 

.65  .67% 

.62  Vi 

.67  Vj 

.65 

.70 

.80  .82% 

.87  V2 

.90 

.85 

1.02%  . 

.97  Vi 

1.00 

.97Vi 

2.80 

3.00 

2.75 

3.00 

3.10  3.20 

.42  V! 

.42  Vi 

.45 

3.00 

2.76 

3.50 

3.26  3.40 

.40 

.40 

.42  Vi 

.62%  . 

2.75 

2.76 

3.00 

3.00  3.15 

.45 

.75 

.56 

.85 

.80 

.75  .80 

3.00 

2.90 

3.25 

2.76  3.00 

.75 

.70 

.76 

1.05 

.95 

1.00 

3.35 

3.76 

3.26 

3.50 

CANNED  FRUITS— Continued 

Eastern  Central  West  Coast 

Low  High  Low  High  Low  High 


PEARS 


Keifer,  Std.,  No.  2 %....„ . 

No.  10  . . . 

1.36 

1.36  _ 

— 

No.  10 

1.65 

1.37% 

Bartlett,  Fancy,  No.  2% . 

Choice,  No.  2% . . 

Std.,  No.  2% _ _ _ 

1.90  . 

.  1.90 

.  1.80 

.  1.65 

2.10 

1.96 

1.75 

6.76 
6.50 

Fey.,  No.  10 . 

.  6.00 

Std.  No.  10 . 

.  5.50 

5.75 

Nn  in,  WaG>r . 

4.25 

4.26 

No.  10  Pie,  S.  P. _ _ _ 

.  4.00 

4.16 

PINEAPPLE 

No.  1  Flat . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2  Vi . 

No.  10  in  Juice . 

No.  10  in  Syrup . 

PINEAPPLE  JUICE 

Bullet  . 

No.  211  . 

No.  2  . 

No.  2Vi  . 

46  oz . 

No.  10  . . . 


RASPBERRIES 

Black,  Water,  No.  2 . .  . 

No.  10  . 7.26 

Red,  Water,  No.  2 . .  . 

No.  10  . 7.25 

Black,  Syrup,  No.  2 . 1.75 

Red,  Syrup,  No.  2 . .  . 


F.  O.  B.  Honolulu 
Crushed  Sliced 


.80  .80 
.86  . 

1.27%  1.42% 
1.70  1.70 

6.35  6.60 

6.76  6.00 

F.  0.  B.  Honolulu 

. 47%  . 

. 67%  . 

.  .80 

.96  . 

1.37%  . 

2.17%  . 

.  3.76 

4.50  . 

1.45 

1.60 

.  1.66 

7.50 

5.00 

.  6.00 

.  1.65 

7.50 

5.26 

5.60 

.  6.60 

1.40 

1.60 

.  1.80 

2.00  2.10 

Canned  Fruits 


APPLES 


2.36 

No.  16,  standard  heavy  pack.... 

2.66 

2.90 

No.  10,  fancy  heavy  pack . 

APPLE  SAUCE 

3.25 

3.50 

No.  2  Fancy . - 

.76 

.80 

.70 

No.  10  . - 

fJo  StH  ,  ,  . 

3.25 

.65 

3.15 

No.  10  . - . . 

2.75 

STRAWBERRIES 

Ex.  Pres.,  No.  1 . . 

No.  2  . . 

Pres.,  No.  1 . . 

2.90  3.00  No.  2  . 

Std.,  Water,  No.  10 . . 

3.25  3.35 


Canned  Fish 

HERRING  ROE 


APRICOTS 

No.  2Vi,  Fancy . 

No.  2V>,  Choice . 

No.  2  Vi.  Std . 

No.  10,  Fancy . 

No.  10,  Choice . 

No.  10,  Std . 

BLACKBERRIES 


1.95  2.00 

1.75  1.85 

1.40  1.55 

6.25  6.50 

5.75  6.00 

4.90  5.00 


10  oz . . . .  .70  . 

No.  2,  19  oz . . . .  1.26  . 

No.  2,  17  oz . .  1.12Vi  1.25 


LOBSTER 
Flats,  1  lb.. 

Vi  lb . 

V4  lb . 


Std.,  No.  2 . 

No.  3  . 

No.  10,  water . 

BLUEBERRIES 


No.  2  . 

.. 

1.40 

1.60 

1.45 

1.60 

No.  10  . 

CHERRIES 

6.75 

Red  Sour  Pitted,  No. 

2 _ 

.95 

1.00 

1.00 

Red  Sour  Pitted,  No. 
R.  A.  Fey.,  No.  2Vi... 

10 . 

4.25 

4.75 

5.00 

Vynoice,  rto.  . .  .  . 

Std.,  No.  2Vi . —  .  . 

Fey.,  No.  10 .  . 

Choice  No.  10 .  . 

Std.  No.  10 .  . 

FRUITS  FOR  SALAD 

Fey.,  No.  2Vi . '  . 

No.  10  .  . 

GRAPEFRUIT  SECTIONS  Florida  Texas 

8  oz .  . 

No.  2  . . . 90  1.00  .87Vi  .90 

No.  5  . . . .  2.50  .  . 

GRAPEFRUIT  JUICE 


8  uz . .  .  . . 

No.  1  . .  .  . 

No.  300  .  . 

No.  2  . 60  .65  .55 

46  oz .  1.40  1.67  1.25 

No.  6  . . . . .  1.66  1.65  . 


GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  . . . 

PEACHES 
Y.  C..  Fey.,  No.  2Vi. 
Choice,  No.  2Vi.... 

Std.,  No.  2Vi . 

Fey.  No.  10 . 

Choice,  No.  10 . 

Std.,  No.  10 . 

Pie,  No.  10 . 

Water,  No.  10 . 


OYSTERS 

.  1.00 

1.05 

Southern 

Northwest  Selects 

6  oz . 

_  1.10 

1.00  1.10 

1.16  1.26 

2.10 

1.60  1.76 

10  oz . 

2.20 

2.00  . 

Selects,  6  oz . 


1.35  1.40 

6.00  5.25 

2.00  2.15 

1.96  2.10 

1.75  1.80 

6.85  7.00 

6.35  6.65 

.  6.00 


2.40  . 

7.60  7.76 

California 


SALMON 

Red  Alaskas,  Tall,  No.  1.. 

Flat,  No.  Vi _ 

Cohoes,  Tall,  No.  1 . 

Flat,  No.  1 . 

No.  Vi  . . 

Pink.  Tall,  No.  1 . . 

Flat,  No.  Vi . 

Sockeye  Flat,  No.  I . . 

No.  Vi  . . 

Chums.  Tall,  No.  1 . . 

Medium,  Red,  Tall . 

SHRIMP 


2.26  2.35 

.  1.72V,! 

1.85  1.90 


1.45  1.65 


.  2.00 

1.35  1.40 

1.80  1.90 


Southern 

.  1  1ft  1  15 

.  1.15 

1.2ft 

No.  1,  Large . 

. 

1.20 

1.25  . 

1.35 

6.00 


SARDINES  (Domestic)  Per  Case 


V4  Oil,  Key . . . 

V4  Oil,  Keyless....................^ 

V4  Oil,  Tomato,  Carton...... 

V4  Oil,  Carton . 

%  Mustard,  Keyless . . 

Calif.  Oval  No.  1,  24’8..„.... 
Calif.  Oval  No.  1.  48’8 _ 


4.00 

3.35 


4.35 

3.10 


3.60  4.00 


1.60 

1.60 

TUNA  FISH,  Per  Case 

1.35 

1.46 

Fey.,  Yel.,  Is,  24'8 . 

1.26 

1.30 

Fey.,  Yel.,  Is,  48*8 . 

4.90 

5.05 

%8  . 

4.40 

4.60 

%8  . 

3.90 

4.05 

Light  Meat,  Is . . 

4.00 

4.26 

Vis  - - - 

3.26 

Vis  - 

10.50  11.00 

6.76  6.26 

3.90  4.20 

9.60  10.60 

6.26  6.60 
3.66  3.86 
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WANTED  and  FOR  SALE 

In  the  numerous  changes  being  made  in  the  canning  factories 
throughout  the  country  there  is  probably  just  the  machine, 
supply  or  entire  factory,  that  you  want  Now’s  the  time  to 
pick  up  needed  used  machinery  at  a  price,  or  turn  idle  holdings 
into  cash.  Make  your  offer  or  list  your  needs  on  this  page  to 
accomplish  your  objective  quickly  at  very  little  cost.  The  rates — 
straight  reading,  no  display:  One  time,  per  line  40  cents,  four 
or  more  times,  per  line  30  cents,  minimum  charge  per  ad,  $1.00. 
Count  eight  average  words  to  the  line.  Count  initials,  numbers, 
etc.,  as  words:  Short  line  counts  as  full  line.  Use  a  box  number 
instead  of  your  name  if  you  like.  The  Canning  Trade,  20  S. 
Gay  Street,  Baltimore,  Maryland. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — Motor  Truck  Scales  and  all  industrial  weighing 
equipment.  All  sizes.  New  and  used.  Guaranteed.  30  days 
free  trial.  Bargains.  Bonded  Scale  Co.,  Dept.  CT.,  Columbus,  O. 


WANTED  — MACHINERY 


WANTED — One  No.  2  Onley  Pea  Washer;  state  age,  condition 
and  lowest  cash  price.  Address  Box  A-2387,  The  Canning  Trade. 


WANTED— CANNED  FOODS 


WANTED — Salvaged  Canned  Foods.  WiU  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


HELP  WANTED 


WANTED:  Experienced  canner  for  pork  and  beans,  soups 
and  vegetables,  to  invest  four  hundred  dollars  as  one-sixth 
interest  or  to  work  without  interest  in  business.  Splendid 
opportunity.  Address  Box  B-2386,  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — Young  man,  26  years  of  age,  experi¬ 
ence  canning  industry,  2^/4  years  sales  management,  auditor, 
bonded  warehouseman,  traffic  manager,  desires  office  employ¬ 
ment,  any  capacity  if  future  assured.  Published  articles, 
economics  and  on  canning  industry.  One  year  college;  one  time 
publicity  agent.  References.  Box  B-2384,  The  Canning  Trade. 


POSITION  WANTED — Plant  superintendent  with  25  years 
in  the  business.  Knows  installations  and  the  operation  from 
field  to  finished  product.  Also  beef  canning  reference.  Address 
Box  B-2388,  The  Canning  Trade. 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  Canning 


TmiE  lUivinnEiD*  Westminster,  Jlct. 

HUSKERS  —  CUTTERS  — TRIMMERS  —  CLEANERS 
SUKERS— WASHERS  and  GRINDERS 


High  Speed 

CANNING  MACHINERY 

made  of  the  best  metals 

SYRUPERS  for  Fruits 

FILLERS  for  Soups,  Juices, 
Puree,  Ketchup,  Oil  and  Beer 

UNIT  ROLLER  EXHAUST 
BOXES,  any  capacity  .  .  . 

all  sizes  of  cans. 

SAFE  -  T  -  CLUTCHES 
NEVER  -  MISS  TIMERS 

E.  J.  JUDGE 

Canning  Machinery 
ALAMEDA,  CALIFORNIA 


ALMANAC 

It  contains  the  answer  to  most  any 
question  you  want  to  know  about 
the  packs,  acreage,  yields,  laws, 
regulations,  labeling  requirements, 
grades  and  Where  To  Buy  your 
needs  etc.  Learn  to  use  it — you'll 
be  surprised  at  its  thoroughness. 
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WHERE  TO  BUY 


— the  Machinery  and  Supplies  you  need  and  the  leading  houses  that 
supply  them.  Consult  the  advertisements  ior  details. 


ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BOOKS,  on  canning,  formulae,  etc. 

The  Canning  Trade,  Baltimore,  Md. 


CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CANNED  FOODS 

Phillips  Packing  Co.,  Cambridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 

E.  J.  Judge,  Alameda,  Calif. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Morral,  Ohio 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

United  Company,  Westminster,  Md. 

Westminster  Machine  Works,  Westminster,  Md. 

CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 

Heekin  Can  Company,  Cincinnati,  Ohio 
National  Can  Corp.,  New  York  City 
Phillips  Can  Company,  Cambridge,  Md. 

INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  Ill. 

LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F-  H.  Woodruff  &  Sons,  Milford,  Conn. 


SUGAR 

Com  Products  Sales  Co.,  New  York  City 


SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 

Two  businessmen — one  who  was  always  bragging 
about  his  excellent  eyesight  and  the  other  who  compli¬ 
mented  himself  on  his  sharp  sense  of  hearing — were 
conversing  on  a  passenger  transport. 

As  they  passed  over  a  small  village,  at  an  altitude  of 
5,000  feet,  the  first  said  to  the  other:  “Do  you  see  that 
fiy  walking  on  the  roof  of  that  barn  down  there  ?” 

“I  can’t  say  that  I  do,”  replied  the  other.  “But  I 
can  hear  the  shingles  rattle  as  he  walks  along !” 

Artist :  That,  sir,  is  a  cow  grazing. 

Visitor :  Where  is  the  grass  ? 

Artist :  The  cow  has  eaten  it. 

Visitor:  But  where  is  the  cow ? 

Artist:  You  don’t  suppose  she’d  be  fool  enough  to 
stay  there  after  she’d  eaten  all  the  grass,  do  you? 

“How  long  does  an  engine  last?”  asked  the  inquisitive 
old  lady  of  the  locomotive  engineer. 

“About  thirty  years,”  he  answered  patiently. 

“Oh,  I  should  think  a  tough-looking  thing  like  that 
would  last  much  longer  than  thirty  years.” 

“Maybe  it  would,  if  it  didn’t  smoke  so  much.” 

A  man  went  to  Canada  and  took  a  high-priced  wolf¬ 
hound  with  him  in  order  to  get  rich  by  catching  wolves, 
on  which  a  high  bounty  was  being  paid.  A  wolf  was 
seen,  and  the  hound  went  after  him. 

The  owner  of  the  dog  and  his  party  followed  for  some 
miles  without  sight  of  either  wolf  or  hound. 

Finally  they  came  upon  a  man  chopping  wood. 

“Did  you  see  a  wolf  and  a  dog  pass  here  ?”  the  owner 
asked. 

“Yes,  they  just  went  by.” 

“How  was  the  race?” 

“Pretty  hot.  But  the  dog  was  a  little  ahead.” 

An  English  gentleman,  lately  arrived  in  Indo-China, 
sent  for  his  native  cook  to  congratulate  him  upon  an 
exceptionally  tasty  dinner. 

“I  hope,  Kong  Ho,  you  did  not  kill  some  dog  to  provide 
the  meal,”  he  remarked  laughingly. 

Kong  Ho  made  a  solemn  gesture  of  dissent. 

“Me  no  kill  dog,  master,”  he  declared.  “Dog  was 
dead  two  days  when  I  pick  him  up.” 

Two  elderly  members  meeting  at  the  club  after  many 
years,  stopped  to  chat.  Said  one  to  the  other,  who  was 
slightly  deaf : 

“I’m  sorry  to  hear  of  the  death  of  your  wife.” 

“Eh?  What’s  that?” 

“I’m  sorry  to  hear  your  wife  is  dead.” 

“Speak  up,  man.  I  can’t  hear  you.” 

“I’M  SORRY  YOU  BURIED  YOUR  WIFE.” 

“But  I  had  to.  She  died.” 
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PHILLIPS  CAl^  COMPANY 

^JHanufdcluren  of  Packers  Saniiarif  Cans 


.  .  ^iviiion  of  ike  . . 

PHILLIPS  PACKING  COMPANY,  Inc 

'Packers  of  Phillips  Pelicious  Qualiftf  Canned  ^oo()s 

CAMBRIDGE  •  MARYLAND.  C.S.A. 


The  Sixth  Edition  of 


/I  6o4npleie 
6o44/Ue>  Ut 
CoAuUna 


A  complete,  practical  and  up-to>date  canners’  text¬ 
book,  answering  any  questions  that  may  arise  relative 
to  proper  methods  of  canning.  It  covers  every  phase 
of  processing  vegetables,  fruits,  fish,  meats,  soups, 
preserves,  jellies,  sauces,  etc. 
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The  Canned  Foods  Authority 

BALTIMORE  20  s.  gay  street  MARYLAND 


''•Every 

Conner 


copy  of 
this 


Postagi 

Prepail 


Size  6x9,  360  pages,  Beautifully  Bound. 
Stamped  in  Gold. 


Pea  Breeding  on  the  Asgrow  Station  at  Hamilton,  Montana 

At  this  ideal  location  some  of  the  leading  varieties  have  been  bred, 
including  Dark-podded  Thomas  Laxton  and  the  two  similar,  but 
wilt-resistant,  varieties  —  Glacier  and  Teton.  One  of  these  is  a 
few  days  earlier  than  Thomas  Laxton,  the  other  a  few  days  later, 
thus  giving  an  extended  season  of  this  very  popular  type  of  pea. 

Associated  Seed  Growers,  Inc.,  Main  Office:  New  Haven,  Conn. 

Atlanta  -  Indianapolis  -  Los  Angeles  -  Memphis  -  Salinas  -  San  Antonio 


Seedi  oAe- 


